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tough Proofs 


Gladys the beautiful reception- 
st says she sees most of the ad- 
rtising conventions are being 
alied off, and she supposes ad- 
ertising men are now going to 
save to do their serious drinking 
bt home. 
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Arno Johnson says | statistics 
now there is three-fourths of a 
jightgown per woman in the 
Inited States, and a New York 
orrespondent thinks this is either 
90 little or too much. 


7" © F 


A newspaper columnist is as- 
onished because the author of 
‘Lion in the Street” is already be- 
ng feted, though the book won’t 
be published till May. The fact 
ts running serially in the SEP 
ay have something to do with it. 


7. oe 


A Texas convict has promised 
9 murder the editor of a Macfad- 
len detective magazine who 
ielped to put him behind bars. 
his is the sort of thing that would 
nterest Dick Tracy. 
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AA’s Ad-libber reported smok- 
ing a seven-year-old pack of 
Kools, but he’s better off than the 
fellows who are paying forty cents 
for imported Cuban cigarets they 
wouldn’t even look at in Havana. 


v.v.9 


A typical clubman used to be 
pictured as a fellow who sat in a 
big chair at the front window 
watching the gals go by, but now 
he is just a chap who has no 
other place to buy cigarets. 
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So many organizations to aid 
the small business man are being 
formed in and out of Washington 
that somebody is ultimately going 
to print the big story of just how 
qe a small business man has 
to be. 


er 16, 1846. 
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“What’s the quickest way to end 
the war?” asks Y&R. 
Well, Larry McPhail thought 
kidnaping the Kaiser would help 
to finish the last one. 


ee 


Monty Mann thinks admen are 
tying harder to win awards and 
get high readership ratings than 
to sell goods, but maybe that’s 
vecause so many of their custom- 
ers haven’t any goods to sell. 

) a 

| _Elon Borton says after an in- 

| dividual has bought something by 
Mail! once, he’s a better prospect 
thereafter for all other m.o. ad- 


vertisers, 
You mean he’s been indoctri- 
nate. or inoculated? 
vwyY 
P \| Thomson, retired Western 


“lec'rician and active ABC presi- 
1en is sojourning for three 

nos at Delray, Fla. and 
es are he’s still missing those 


~~ FV 


chants who have been strug- 
along without the aid of 
e old-fashioned almanacs 
foretold the weather for a 
1 advance can now subscribe 
agazine which predicts tem- 
res and precipitation by 


at every month. 
rae |} 
T squib in Rough Proofs 


the river George Washing- 
is alleged to have thrown a 
across was run to see if the 
ers were still paying at- 
1. They were. 
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VETERANS OF WORLD WAR II* 


The Wemater Sevings Benham oe reget 
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BUILD-AND OWN 
A NEW HOME NOW! 


-_ 
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G. 1. GUARANTEED LOAN 
MAY COVER DOWN PAYMENT 


THE WILLIAMSBURGH SAVINGS 
BANE WILL HEL? YOU 
FINANCE BALANCE OF PURCHASE 


me nm re 
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SEVICATED Te FUTURE rRecaEES 


G. |. GUARANTEE—Probably the first 
bank to advertise guaranteed loans to 
veterans of World War II for building 
new homes, the Williamsburgh Savings 
Bank, Brooklyn, is placing 560 and 875- 
line ads in 10 newspapers of the met- 
ropolitan area. The test will be fol- 
lowed by newspaper copy and inser- 
tions in building and real estate pub- 
lications. Muir & Co., New York, is 
the agency. 


Need $145 Billion 
Income for Full 


Economy: Johnson 


JWT Research Head 
Sees Unparalleled 
Sales Opportunity 


New York, Feb. 7.—Only the 
sale of $145 billion of goods and 
services annually to consumers 
would insure postwar employ- 
ment for the 57,000,000 persons 
who will want jobs, Arno H. John- 
son, director of media and re- 
search for J. Walter Thompson 
Company, told a meeting of the 
Sales Executives Club yesterday. 

Forecasting a gloomy postwar 
period if the nation were to re- 
turn to the 1940 level of $100 bil- 
lion of total production of goods 
and services, Mr. Johnson stated 
that the ability to consume in this 
country is almost unlimited. How- 
ever, he pointed out that the desire 
and incentive to buy these goods 
must be created. 

Mr. Johnson’ declared that 
neither wage rates nor taxes can 
be materially reduced after the 
war and that under these circum- 
stances a return to prewar volume 
of business would mean a tremen- 
dous decrease in profits. “If busi- 
ness profits disappear for any 
extended period, so too, will dis- 
appear the opportunity for em- 
ployment in private industry re- 
gardless of promises and good 
intentions.” 

The remarkable record of U. S. 


war production however, calls for | 


(Continued on Page 57) 


for Big Go-Ahead 
on Non-War Goods 


Spot Authorization, 
Small Cutbacks, Are 
Seen for All of '45 


Washington, Feb. 8.—For those 
who wonder why Washington re- 
mains silent on reconversion at a 
time when the European war may 
be entering its final phase, the 
blunt answer is that V-E Day no 
longer means 40% cutbacks and 
new automobiles in 90 days. 

Officially, we are told that there 
will be no new automobiles in 
1945. We also hear that V-E Day 
cutbacks are to range as low as 
15%, perhaps even lower. With 
cutbacks so small, we are told, re- 
conversion will be limited to in- 
dividual cases under spot authori- 
zation. 

All this is something far differ- 
ent from reconversion, as it was 
described by WPB Chairman J. A. 
Krug last October, when he had 
jumped into the breech at a time 
when victory in Europe appeared 
imminent, and reconversion at 
hand. 

At that time, Krug said that 
WPB would simply lift its restric- 
tions on production, and leave the 
problem to industry. 


Situation Changes 


During the past six months, 
military production requirements 
have skyrocketed, first as a result 
of a complete change in thinking 
on the war with Japan; second, 
because of a wave of near-hysteria 
that swept officialdom after the 
German break-through last De- 
cember. 

On the first, the explanation lies 
in the thinking expressed by Gen. 
Stilwell, who is preparing for a 
land war against 4,000,000 Jap 
troops in China. The second is 
understandable too, for until our 
own recovery and the sensational 

(Continued on Page 57) 


V-E Day No Signal Foote Hits High Talent 


Costs, ‘Predatory Copy 


COMPARISON —No inflation here, 

says this Johnson & Johnson newspaper 

copy, appearing in capital cities of the 

48 states, which proves its point by 

comparing current prices of J&J ''medi- 

cine chest’ items with those in effect 
during World War |. 


J&J Compares Its 
Prices for World 
Wars I and II 


New York, Feb. 8.—In one of 
the most effective comparisons of 
the war, Johnson & Johnson, New 
Brunswick, N. J., is placing full 
pages in 50 newspapers of the 
capital cities of every state this 
month, comparing the prices of its 
products today with the prices of 
those same products during World 
War I. 

Seven “medicine chest” items 
are shown in the advertisement, 
which will later be placed in a 
larger list of newspapers, prob- 
ably in somewhat smaller size. 
The items, and their comparative 
prices, are: 

Red Cross 2” bandage, World 


(Continued on Page 57) 


of which will receive a $5,000 war 


Thompson Company, New York. 


contest are running in 91 newspapers in 87 cities. 


Last Minute News Flashes 


Maxwell to Change Slogans 

New York, Feb. 9.— For the first time since 1922, Maxwell House 
coffee plans to change its slogan, “good to the last drop,” which grew 
out of a remark made by President Theodore Roosevelt. 
new slogan, General Foods Corporation is conducting a contest on the 
Frank Morgan program on the National Broadcasting Company, winner 


To find a 


bond. Advertisements plugging the 
Agency is J. Walter 


Majestic Radio Forming New Record Firm 
Chicago, Feb. 9.—Majestic Radio & Television Corporation is form- 


| ing Majestic Records, Inc., New York, as a wholly-owned subsidiary 
to enter the phonograph recording field with a complete line of records, 


Greater Use of 
‘Selling Research’ 
Urged on Agencies 


Chicago, Feb. 6.—Calling for 
greater agency sales of “selling 
research” to clients, reduced costs 
of radio advertising and prepara- 
tory work on television now, 
Emerson 
Foote,  presi- 
dent, Foote, 
Cone & Beld- 
ing, warned 
the agency 
field last week 
that when it 
reconverts to 
competi- 
tive selling it 
must not re- 
vert to “de- 
structive, 
predatory ad- 
vertising 
practices.” 

The agency chief pulled no 
punches as he gave his views on 
reconversion of the advertising 
agency business to members at- 
tending the annual meeting of the 
Four A’s Central Regional Council 
here Thursday. He cautioned that 
agencies face postwar problems as 
great as their clients’, and possibly 
greater, since “we will have to 
help our clients in their problems 
of reconver8ion while reconverting 
ourselves.” . 

Research, said Mr. Foote, is due 
for both a shake-up and a consid- 
erable expansion, because there is 
both ‘too much and too little” of 
it. While American industry now 
spends something more than $500,- 
000,000 on product research, he 
explained, “I doubt if one could 
trace more than a grand total, na- 
tionally, of $10,000,000 a year 
spent on marketing research.” 


Emerson Foote 


‘Some Charlatanism’ 


“TI think there are a good many 
reasons for the failure of Ameri- 
can business yet to seriously and 
fully appreciate the value of mar- 
keting research,’ Mr. Foote con- 
tinued. “One is that marketing 
research has only gradually grown 


Light Up and 
Listen, WDNC 
Tells Smokers 


Durham, N. C., Feb. 7.—Forget 
the cigaret problem for a few 
hours and concentrate on five im- 
|portant facts regarding the Dur- 
/ham market, Frank Jarman, man- 
|ager of WDNC, is telling prospects 
| this week. And to make the re- 
search easier, he’s sending each of 
them five packs “of the hard-to- 
get cigarets.”’ 


. Wj | Majestic is buying Transcriptions, Inc., and Classic Record Company, The direct mail “gold mine” 
Pick the inners |New York, and New Jersey Plastics, Inc., Newark. Foote, Cone & | includes a package of Luckies, 
Pi Belding is the agency. Camels, Philip Morris, Old Golds 
oe a “one aie and Chesterfields, along with a 
aas. age e ther . . s s | printed card which explains that 
Pie g Atlantic Increasing Ads on Research Contributions ge nen cel gro im eggrecnl 
eatures: Philadelphia, Feb. 9.—Atlantic Refining Company has increased its}! WDNC wave length. 
Ad-libbing 12) newspaper campaign showing the contribution of Atlantic’s research | _“We hope they will save you 
Editorials . 12|} to the war effort from 105 to 308 daily and weekly papers in the eo — Warey for a pe Ms SO 
Feature Page 37| company’s marketing area. Additional ads of 60- and 48-inches start ea perce me Hg h Ftc gg nsoeg a 
Getting Personal 34 this week. N. W. Ayer & Son is the agency. facts.” Mr Jorman odie hee 
Information for Advertisers 12 : ae” wile eas toe Aaaite, aaeeee 
In Washington 28 | are: Durham is the state’s third 
Obituaries 56, Mel Brooks Named Studebaker Export V. P. city; WDNC is Durham’s “own and 
Photographic Review 59 South Bend, Ind., Feb. 9.—Mel S. Brooks, formerly head of Stude- penn Fe osoega WE ht gly Posen 2 
reir a o baker’s export operations in Canada and Australia, and more recently | hurham “you need WDNC”—and 
Rough Proofs j | acting domestic sales manager of the company, has been named vice-| pyrham makes 25% of the nation’s 


Voice of the Advertiser 


32 | president of Studebaker Export Corporation. 


cigarets. 
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from vagueness toward some de- 
gree of certainty. It is a much 
less tangible thing than product 


research. Also, there have been 
many mistakes, many failures— 
and some charlatanism—in mar- 
keting research.” 

Marketing research, he = said, 
should have a new name—prob- 
ably “selling research”—because 


the only valid reason for spending 
funds for this purpose is to help 
business sell more goods at a 
profit. The average business man 
is only interested in the term mar- 
keting “when he is wearing his 
academic hat,” but is interested in 
sales as both an activity and a 
term, he said. 


Asks ‘Hardheaded Research’ 
“T think our future reconversion 


|great role to play in stimulating, 
| directing and interpreting this re- 
|search into powerful advertising.” 
Concerning radio, said Mr. Foote, 
|}agencies must endeavor to trim 
|talent costs, and must adapt radio 
|skills to the new medium of tele- 
vision—on which he said he agrees 
| with a radio executive who com- 
|mented that he didn’t know much 
labout video “except that it was 
going to be the greatest advertis- 
|ing medium in the world.” 
Despite inherent hardheadedness 
lon the part of many advertisers, 


| Mr. Foote declared, there has been | 


|easy money spent on radio in war- 
time without regard to costs which 
would be considered in competi- 
|tive years. 

| “Talent costs have ballooned,” 
he said, “no doubt due in some 


these agencies, Mr. Foote declared 
that while in some cases ‘“‘we have 
just let them do our work,” in 
others “we have let them get pay- 
ment for work they do not do.” 


Says Stars Overpaid 


“The talent agencies have gotten 
around to charging over-all com- 
missions on so-called package 
shows, and we come along and put 
a commission on top of that. Some 
time, when advertising money 
is no longer easy, advertisers are 
going to get tired of paying two 
|sets of people for doing the same 
| work. This is something to watch, 
and something to correct. 

“Another thing is that, one way 
‘or another, we have got to bring 
|down the exorbitant prices paid 
‘radio stars. If we don’t all watch 


should call for more hardheaded | Part to the free law of supply and | Qut the total cost of radio adver- 


research — selling research — and 
the sale on our part of this potent 
tool on a much greater scale to 
our clients,” he continued, “with 
complete willingness on our part 
to admit that the greater part of 
the expense thereof must and 
should be borne by our clients— 
if the extent to which they use 
selling research is adequate and 
effective. We will still have a 


|demand, but also because neither 
nor agency has been 
keep exces- 


advertiser 
vigilant enough to 
|sive costs from creeping into 
talent expenditures. One factor 
has been the multiplying of com- 
|missions because, in some degree, 
we have abrogated our own func- 
ition to the people in the talent 
business—the talent agencies.” 
Saying that he doesn’t blame 


tising will rise to such an extent 
|that radio will not be the low- 
|cost, profitable medium it has 
i'been. New shows will have to 
|be created and their talent costs 
|kept within bounds.” 

While no one should delude 
himself with the idea that adver- 
tising is winning the war, the field 
has the right to be proud of its 
many contributions, Mr. Foote de- 
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Reconversion 
Its Stride!’ 


Postwar Employment in Marion County 


to Be UP 53% Over 1940! 


* A 3 Months’ Survey Cov- 


ering 807 Indianapolis 


dustries Conservatively 


CO ae ee 


Increased production 


proved by the following 


figures: 


Industries to employ more 
persons postwar than were 


This is a perfectly understandable and acceptable per- 
centage when applied to INDIANAPOLIS and the counties 


In- markable diversifcation of 


: industrial centers 
1S 4a 
babies 


Indianapclis plants are not 


surrounding Marion County, Indiana. The reason? A re- 


industry, so admirably adapted 


to various war production needs that the ‘’step back” will 
be much less complicated and much speedier than in most 


ut 


war 


They weré successfully “producing prior to hos- 
tilities and postwar consumer demands call for a greatly 


increased production schedule of all their products. 


This same situation applies to the 33 counties sur- 


into 51.7 
population and COVERED BY 


It showed that employment, after 


employed in 1940 ......... 552 
’ rounding Marion County. Ideally divided 
Industries to employ tae ‘ne 
same number of persons urban and 48.3 rural 
postwar as were employed 
in 1946 ...... aiekeerreey Mane THE NEWS—this territory offers your present and post- 
war product one of the richest markets in the United 

Industries to employ fewer 
persons postwar than were States. Sell your product NOW and for the postwar trade 
employed in 1940 .......... 

, 53 IN THE NEWS! 
All the above plants will remain in oper- 
ation after the war but—another large Over 400 Indianapolis business leaders took a part in 
employment gain will be made in scores of 
small industries which have been active making this survey 
in the city business life for many years 
prior to the war conversion, in local plants will be 


FIRST in daily circulation . 


linage . . 


. FIRST in the Hearts of Hoosierdom 


103,433 as against 


67,620 in 1940—an increase of 35,813 or 53 


The INDIANAPOLIS NEWS 


. » FIRST in advertising 


DAN A. CARROLL, 110 E. 42nd St., New York 17 
J. E. LUTZ, Tribune Tower, Chicago 11 


JOS. F. BREEZE, Advertising Director 


|clared. In peacetime, it has proved 
|its social usefulness by “simply 
selling goods,’ and has demon- 
strated that it is an indispensable 
instrument in building our na- 
tional economy. In the reconver- 
sion period, however, there will be 
a resurgence of the consumer 
movement against advertising “‘if, 
as competition gets tough, adver- 
tising seeks to meet this competi- 
tion by resorting to any form of 
unfairness, to stretching the truth, 
or to insulting the consumer’s in- 
telligence by claims that are 
plainly false.” 


Retail Ads Avoid ‘Baloney’ 


Advertising and the advertising 
agency created this consumer op- 
position, he said, because, even 
though a minority was involved, 
they permitted use of “phoney 
testimonials,” destructive copy 
which knocked competitive prod- 
ucts and hit integrity of the entire 
industry; and advertising “which 
simply stretched the truth.” Re- 
tail advertising is little criticizea, 
he said; it sells goods at a profit 
“and maybe because of this very 
fact so seldom gets into areas of 
baloney and generally objectional 
copy that there are few critics 
of it.” 

Existence of enough bad adver- 
tising “raises the total cost of 
advertising,” he declared, because 
it destroys believability. 

Despite today’s inflated market 
and shifts in personnel, earnest 
agency people should get them- 
selves well anchored “and do all 
in’ their power to prove their use- 
fulness to their. firms,’ Mr. Foote 
said. “But there will be no scarci- 
ities of opportunity in the agency 
business in the years that will 
follow the war—and the right 
people will reap great rewards... 
There is no doubt in my mind 
that the American economy is due 
for, and will have, a great expan- 
sion. Our business—the advertis- 
ing agency business—will share 
fully in that expansion unless we 
deliberately throw away our des- 
tiny.” 


ANPA, 4 A's Break 
Tradition, Cancel 
Annual Meetings 


New York, Feb. 8.—For the first 
time in 59 years the American 
Newspaper Publishers Association 
| will not hold its annual conven- 
tion scheduled for New York in 
April. The American Association 
of Advertising Agencies has called 
off its annual meeting, previously 
scheduled for April 19, for the 
first time since its founding in 
1917. 

The annual corporate meeting of 
ANPA will be held in New York 
April 28, confined to election of 
officers and directors. Cranston 
Williams, general manager, an- 
nounced that his office is already 
compiling material to send to 
members in lieu of the meeting. 
The Four A’s plans to send mate- 
rial by mail to replace the infor- 
mation supplied by the annual 
meeting. Election of officers also 
will be handled by mail. 

The Bureau of Advertising, 
ANPA, has also called off its an- 
nual meeting and dinner, sched- 
uled for April 26. 


Hickok Joins Sonovox 
as General Manager 


Ward R. Hickok, for the past 
several years executive vice-presi- 
dent of North Star Woolen Mills 
Company, has 
joined Wright- 
Sonovox, Inc., 
as general man- 
ager. He will 
have headquar- 
ters in the com- 
pany’s Holly- 
wood office, 
where Sonovox 
is currently be- 
ing expanded 


for use in mo- 
tion pictures. 
Mr. Hickok 
| was previously general sales man- 
|ager of Telautograph Corporation, 
|New York, and prior to that was 
|with Stromberg Time Corpora- 
tion, Chicago, as general sales and 
|advertising manager and later as 
vice-president and general man- 
| ager. 


| Ward R. Hickok 


Advertising Age, February, 


MacGovern a: d 


de Castro Join 
MacFarland Az‘, 


Chicago, Feb. 9.—Three a ppoin; 
ments were announced t 
MacFarland, Aveyard & ( 
tinuing the 
agency’s pro- 
gram of ex- 


4) 


» Con 


dy 


pansion of its 
executive per- 
sonnel. 

nets. ek, 


George Mac- 
Govern has 
joined the New 
York office as 
vice - president 
and general 
manager, fol- 
lowing three 
and a half years in governmen 
and war activity. Prior to his way 
service, Col. MacGovern wa 
sales director , 
Look, airectoy 
of marketing 
and member 0 
the executive 
committee of 
Campbell. 
Ewald Com- 
pany of New 
York, and for 
three years ac- 
count executive 
in the Chicago 
office of Batten. 
Barton, Dur- 
stine & Osborn, being later ap- 
pointed chairman of the market- 
ing board. 

| Allen B. Di- 
|cus has been 
appointed gen- 
eral manager 
'of the Chicago 


Geo. Ma: Sovern 


Allen B. Dicus 


| office. Mr. Di- 
| cus joined the 
agency in 1936 
as vice - presi- 
dent and ac- 
count execu- 
tive. He was 


previously as- 
sociated with 
Blackett - Sam- 
ple-Hummert and prior to that 
was in charge of advertising for 
Stewart-Warner Corporation. 
Ralph E. de Castro has joined 
the New York office as director of 
copy and account executive, com- 
ing from Ruthrauff & Ryan, New 
York, where he served as senior 
writer on the creative staff. He 
was previously copy chief and ac- 
count executive with the Joseph 
Katz Company, Baltimore, and 
member of the copy staff of Ar- 
thur Kudner, Inc., New York 


Pocket Books Printing 
First 50-Cent Book 


Pocket Books, Inc., will deviate 
for the first time from its regular 
policy of publishing only 25-cent 
reprints Feb. 27, when it wil! re- 
lease “Carrier War,” by Lt. Oli- 
ver Jensen, USNR, in a _ paper 
bound edition to sell for 50 cents 
Simultaneously, Simon & Sc us- 
ter will bring out a cloth bound 
edition of the book. 


— 


edeo 


Ralph de Castro 


URGENT: More Merchant Seaman Are! 
Immediately by The U. S. Merchant Merine 
Please mention this in your printed mater 
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NOW IT CAN BE TOLD... 


first 
pitblic release by War 
Production Board on 
use of controlled metals 
reveals 


VOLUME FOR 1ST QUARTER 
OF 1944 OF 


Value by Products 


Fabricated Pipe . $ 20,241,000 
Metal Tanks 30,059,000 
Valves and Fittings 166,275,000 
Heat Exchangers . 38,174,000 
Blowers and Fans ere 38,209,000 
Compressors and Vacuum Pumps 9,511,000 
Oil Burners and Gas Burners. . 4,021,000 
Stokers, domestic ...... 1,337,000 
Plumbers’ Specialties __. 6,042,000 
Sanitary Ware 4,783,000 
Heating Boilers sis aOR 4,236,000 
Heating Radiators and Convectors..... 1,453,000 
Warm Air Furnaces........ vere 7,565,000 
Extended Furnace Heating Equipment. . 4,020,000 
la: a cr 9,709,000 
4 re ray ee 5,659,000 
Domestic Cooking Equipment (except Electric) 15,331,000 
Hot Air Distribution Equipment................ 3,364,000 
Commercial Cooking Equipment (except Electric). . 3,888,000 
Refrigeration & Air Conditioning Equipment... ... . 32,542,000 
Walk-in, Reach-in, Frozen Food & Cold Storage Equipment 2,519,000 
Mechanical Refrigerators & Parts (domestic). . 1,681,000 
Water Purification Equipment.......... 8,160,000 
Laundry Equipment (domestic). 1,309,000 
Electric Appliances .......... 7,620,000 
Dishwashing Machinery ... ... 860,000 
Automatic Sprinkler Systems............ 1,796,000 
Piped Fire Extinguisher | Are ee 11,342,000 
Thermostats and other Temperature Control Devices 13,613,000 

Ar ie eee _. $455,319,000 


This list does not include such items as power driven pumps, electric 
water systems, power boilers, electric motors, weather stripping, tools, 
welding a gg and other similar items which properly come within 
the pis se of the Plumbing, Heating, Air Conditioning and Refrigera- 
tion industry. 


@® DOMESTIC ENGINEERING (four times a winner 
of national awards for editorial excellence) and 
DOMESTIC ENGINEERING CATALOG DIREC- 
TORY (the only complete, centralized source of 
product information in our industry) are the answer 
to the sales and distribution problems of manufac- 
tuors with products for the Plumbing, Heating, Air 
C. aditioning and Refrigeration industry. They serve 
to ay to maintain for aggressive manufacturers a 


st ady contact with the greater market of tomorrow. 


D MESTIC ENGINEERING PUBLICATIONS 


19. PRAIRIE AVENUE ° CHICAGO 16, ILLINOIS 


1 


IN WAR AS IN PEACE...HERE ISA 


HUGE DOMESTIC 
ENGINEERING 
Market 


@ The Domestic Engineering Market which includes Plumbing, 
Heating, Air Conditioning and Refrigeration, is now shown to be 
even greater in war than it was before the war. Estimates of 
mounting demands for production after V-Day present equally 
impressive totals for the postwar period. 


Figures just released by the War Production Board on the use of 
controlled metals for the first quarter of 1944 strikingly demon- 
strate the huge proportions of your Domestic Engineering Mar- 
ket. The Plumbing, Heating, Air Conditioning and Refrigeration 
products manufactured by our industry in the first quarter of 
1944 have a value greatly in excess of a normal quarter. 


Many Domestic Engineering products manufactured to serve 
peacetime needs have become indispensable to war . . . and 
products now serving the war effort will return with victory to 
provide aggressive manufacturers with a still greater Domestic 
Engineering Market. The basic functions of our industry have 
remained intact, serving with efficiency and dispatch, even under 
the handicaps of wartime conditions. 


Our industry holds in readiness a civilian market that has the 
pent-up capacity to absorb quickly the products of expanded 
manufacturing . . . a market that will be open to manufacturers 
who aggressively and persistently cultivate contacts and ties 
through advertising in DOMESTIC ENGINEERING PUBLICA- 
TIONS. - 
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‘More Butter’ 
Drive Launched 
by Dairy Group 


Chicago, Feb. 8.—Taking its 
case directly to the people, in 
hopes that the government will 
take action too, American Dairy 
Association has launched a cam- 
paign to boost prices paid the but- 
ter producer and assure the pub- 
lic “far more than the ‘pat’ a day 
you are getting now.” 

“Let us have more butter” is 
the appeal addressed to the na- 
tion in 375 and 600-line newspaper 
ads which will run in about 100 
markets, which point out that the 
government controls the price of 
butter and that “you may not 
know it—but all dairy farmers 
know—that the government pro- 
gram has been definitely discour- 
aging butter production.” Camp- 
bell-Mithun, Chicago, is the 
agency. 


;}ment takes less than a fifth of the 


Butter making may be encour- 


aged without interfering with pro- 
duction of other essential dairy | 
foods, the ad says, and while pro- 
duction is lower now, the govern- | 


present supply. Last year’s pro- 
duction loss was greater than all 
the butter required for the armed 


|forces and lend lease. 


Cites Need of Food 


The association, representing | 
3,000 dairy farmers, devotes no | 
space to inroads made by compet- | 
itive products such as margarine, | 
or wartime “substitutes,” but in- 
cludes an “Only butter can be but- | 
ter’ slogan above its signature. | 

“We also need food!” is the} 
headline of a succeeding 600-line 
ad, which will break next week, 
charging that America’s farm 
manpower has been stretched to 
the breaking point, production of 
dairy products is declining, and 
that it is now time to invoke “the 
full protection of farm manpower 
that our Congress wisely afforded 
to maintain the food supply of the 
nation!” Farms are “No. 1 war 
plants” and essential farmers who 
cannot be replaced should be “kept 
producing food,” the copy declares. 

The association is preparing ad 


oe 
a 


TEN SHORT YEARS AGO... 


KEEP FAITH WITH OUR FIGHTERS... BUY WAR BONDS FOR KEEPS! 


same ween 


REWARD—The Treasury hints that it 

can happen here, in this March war 

bond ad celebrating the redemption 

of the first baby" bonds sold in 1935. 

It's a gentle reminder that patience 

will reward bond holders with $4 for 
every $3 invested now. 


mats for use of local dairies tying 
in with the industry campaign, 
which also is being featured on 
the “Voice of the Dairy Farmer,” 
its Sunday NBC network radio 
program. “We’re ready to make 


and “The uncolored 


| more butter” 
are two of the free mat ads. 


| truth” 


Wants Price Increase 


The Over-All Butter Industry 
Committee, representing the Amer- 
ican Butter Institute, National Co- 
operation Milk Producers Federa- 
tion and National Creameries As- 
sociation, has urged immediate 
government action to relieve the 
butter supply crisis by increasing 
the base price six cents a pound as 
well as increasing the production 
payment on butterfat sold for but- 
ter. It also proposed extending 
limitation orders to cover all sales 
of cream. A government spokes- 
man has said constructive sugges- 
tions of the butter groups are 
“welcome” but the WFA dairy 
programs being developed “must 
conform ... to the basic princi- 
ples of national policies such as 
the economic stabilization pro- 
gram.” 


Spic & Span Sold 


Procter & Gamble Company has 
announced purchase of Spic & 
Span Products, Saginaw, Mich., 
manufacturer of a cleaner for 
painted walls and surfaces. 


Some comments on the book 


“OVERSEAS AUTOMOTIVE MARKETS” 


. 


. 


<i 
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The Publishers of THE AMERI- 
CAN AUTOMOBILE and EL 
AUTOMOVIL AMERICANO ... 


= 


“Thanks very much for the copy of ‘Over- 
seas Automotive Markets.’ It surely does 
present a ‘lot of information about a lot of 
things’ in a form that is pleasing in appear- 
ance and easily located. 

“In addition to the comprehensive statis- 
tics, the editors have presented pertinent 
comment on some angles that will call for 
much attention when volume commercial 
activity is resumed, such as rubber supplies 
and usage, reduction of trade barriers, the 
situation presented by the above-average age 
of cars in use, and the tie-in with aviation 
service. 

“Lastly, the several sections on Automotive 
Export Advertising were informative and I 
was pleased to note the continuation of the 
upturn of Export Advertising shown in the 


BPIC Index Sheet.” 
Edward Riley, General Manager 
General Motors Overseas Operations 


“We have found this book to be of extreme 
interest and it will be very helpful to us. I 
think you have done an excellent job in pre- 
paring it.” 

A. E. Denari, Mngr. 
United States Rubber Export Co., 


Sales Analysis 
Ltd. 


“The book ‘OVERSEAS AUTOMOTIVE 
MARKETS’ certainly has a lot of grand data 
in handy and fully digested form. I am 
keeping it available because I find there are 
references that I can use constantly.” 
H. P. Stewart, Sales Mngr. Export Div. 
Chrysler Corporation 


“Many thanks for the book ‘OVERSEAS 
AUTOMOTIVE MARKETS, It is highly 
interesting and will be of considerable help 
to us. We extend our hearty congratulations 
for a job well done.” 


J. L. Todd, 
Nash Motors 


“Thank you kindly 


Asst. Export Mnegr. 


for the copy of your 
book ‘OVERSEAS AUTOMOTIVE MAR. 
KETS,’ and we certainly want to congratu- 
late you on the very fine data contained 
therein. After reading this over, we feel sure 
it will be beneficial to every manufacturer 
in the automotive business and feel sure it 


took a great deal of research work to com- 
pile such a very outstanding book.” 
G. S. Harris, Export Mner. 


Republic Gear Company 


“This will acknowledge receipt of your let- 
ter of December Ist with which you have 
enclosed a copy of the book, ‘OVERSEAS 
AUTOMOTIVE MARKETS, Having just 
received the book I have not had time 
enough to give careful consideration to the 
wealth of information contained in it. I 
have however looked through the book hur- 
riedly and I am convinced that it contains 
facts and figures which will be very valuable 
to me in planning our post-war export pro- 
gram.” 

P. S. Roberts, Export Service Mngr. 

The Electric Auto-Lite Company 


“We wish to express our appreciation and 
thanks for the book ‘OVERSEAS AUTOMO. 
TIVE MARKETS. We feel sure it will be 
very helpful in planning our post-war pro- 
gram.” 
R. S. Nelson, Mngr. Export Div. 
The Gates Rubber Company 


“Thank you for sending to me a copy of the 
report ‘OVERSEAS AUTOMOTIVE MAR. 
KETS.’ It is an excellent report and shows 
a great deal of careful research. I shall bring 
it to the attention of other officers in the 
Department who are interested in foreign 
trade and I am sure that they will find it 
useful.” 


B. F. Haley, Director Office of Economic Affairs 
Department of State. Washington, D. C. 


“A very nice book. Well done and full of 
valuable information—in fact that’s the way 
you always seem to do things.” 

C. D. McKim 


National Standard Parts Association 


“Thank you for the copy of your booklet 
‘OVERSEAS AUTOMOTIVE MARKETS,’ 
The facts and information contained in this 
booklet are of considerable interest to me.” 
W. P. Fritz, Export Dept. 
Stewart-Warner Corp. 


“Overseas Automotive Markets has a lot of 
very useful information in it. I don’t quite 
see how you could do it in times like this.” 
Pyke Johnson, Pres. 

Automotive Safety Foundation, Washington, D.C. 


i i i i i 


want to be certain that you re- 
ceived a copy of the 80 page book 
“Overseas Automotive Markets" 
which we recently prepared. 


This book is packed with facts 
and figures, past and present, on 
the automotive industry and trade 
overseas, that should be of real 
help to you in lining up future over- 
seas sales potentials. 


We have already distributed 
many copies of the book, but we 
don't want to overlook any of our 
friends. If we failed to send you a 
copy, please let us know, and a 
oe? will be sent to you by return 
mai 


eee i i i ie te ee 


“Just a note to express my appreciation of 
your courtesy in sending me a copy of the 


booklet 
TIVE MARKETS, 
the staff of BPIC 


commendation for this 


entitled ‘OVERSEAS AUTOMO. 
It is a grand job and 
are certainly entitled to 
presentation.” 


Paul R. Mattix, Mngr. Export Dept. 
Automobile Manufacturers Association 


“Thank you very much for sending to us a 


copy 
TIVE MARKETS,’ 
many 
facts 


of the book ‘OVERSEAS 
It contains, as you say, 
interesting and informative 
figures on automotive markets 


AUTOMO. 


vitally 
and 


abroad, and we are extremely glad to have 
this book for our files.” 


Robert A. Lydy, Export Department 
Champion Spark Plug Company 


“This booklet is one of the finest and most 
complete I have ever seen.” 


H. C. Sauer, General Mngr. Foreign Div. 
The Timken Roller Bearing Company 


“I have just received my copy of ‘OVER. 


SEAS 


AUTOMOTIVE MARKETS’ 


and I 


would like to compliment you on this excel- 


lent publication and the fine manner in 
which the material contained therein has 
been presented.” 

R. L. Vaniman, Vice Pres. 


Fruehauf Trailer Company 


Business Pustisners INTERNATIONAL CorPORATION 


[Affiliated with McGraw-Hill Publishing Co., 


Inc., and Chilton Co. (Inc.) ] 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 
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Adbe?lsing Age, February 


FIC Plans Trad: 


Washington, Feb. 8.- stud 
of the activities of trade | ssogj. 
tions, and a new report 0: cost ¢ 
production, distribution ; pried 
for farm goods and house \\q 4, 
pliances are two of the bjeq 


which FTC investigators ye a 
their scratch pads as pos: Je ap 
tivities for the federal fisc.| ye, 
beginning July 1. a 

The Commission emerg:) fro 


the House appropriations nmit 
tee today with $100,000 for inyec 
tigations, with the subject of th 


studies left to the discretio 
Commission. 

As recommended by the 2 
Bureau, the $100,000 func 
be used to study economi: 
opments which appeared as 
nation’s economic machinery 
gan to move back from war 
peace. 


Seven Studies Mapped 


In appearing before Congress 
FTC said that seven lines of in 
vestigation are now under con 
sideration, although they canno 
all be covered for $100,000: 

1. Effect of the production and 
distribution policies and practices 
of large companies on smal! busi- 
ness. 

2. A survey of mergers, the 
Commission noting that trade and 
financial publications recently re- 
ported accelerated concentratior 
in numerous fields, particularly 
food and dairy lines. 

3. Study of the cost of produc- 
tion and distribution, and_ the 
|prices of farm implements, trac- 
tors, motor vehicles, household ap- 
pliances and household furniture 
and furnishings. The argument 
here is that after the last war, 
farm prices fell faster than the 
cost of farm purchases. FTC fears 
the possible adverse effects of such 
damming up of accumulated po- 
tential demand. 

4. A study of production and 
distribution costs and profits of a 
sample selection of manufacturers, 
wholesalers and retailers in the 
lumber trade, to determine 
“whether costly and uneconomic 
practices are being engaged in.” 

5. Somewhat the same as 4, only 
for small wholesale, 
house-to-house and chain store 
bakeries. 

6. A study of principal indus- 
tries producing raw _ materials, 
semi-finished and consumer goods 
to determine the effect of the con- 
centration in industry and of In- 
dustrial price policies on trade 
and commerce. 

7. The study of trade association 
activities, which was _ inspired, 
FTC said, by the fact that the wal 
had brought about creation 0 
new trade associations and in- 
creased the memberships of many 
old ones. Since many trade asso- 
ciations now perform functions 4! 
government request which ordi- 
narily would violate the anti-trust 
laws, FTC wants to look into (hel! 
statistical cost accounting and 
other activities to determine ther 
effect on production, price po ''cies 
and competition. 


large and 


‘Courant’ Names Con! «and 


Ass‘t Publisher, V.P. 
Charles H. Conland, adver: =!" 
manager of the Hartford Co ram 
since 1942, has been elected st- 
ant publisher of 
the paper and 
vice - president 
of Hartford 
Courant Com- 
pany, publisher. 
Other com- 


pany officers i. 
reelected in- — 
clude: Maurice , 

S. Sherman, 

president and 

publisher; John 

Sudarsky, Charles C d 
treasurer; Je- 

rome H. O'Callaghan, sec: 


and Henry 
secretary. 


J. Conland, as 


Name Bloch Agency 

Kilgen Organ Companys 
Louis, has placed its adve 
with H. George Bloch Adve! s 
Agency of that city. 
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Dricdl Se cted from February 15th, 1945 


markets. » » Then take a 
look at natural extensions 
of present lines. » » In this 
way, the same markets can 
be reached through existing 
sales channels, or at least 
the new product will fit 
smoothly and easily into 
present manufacturing and 
selling experience. » » Many 
job shops and custom- 


re° > fyop—§oo000 Big When you make a 
S omitqgmountain out of a molehill you can 
ee much better how the old mole 
really lives. » » Magnification is 
naking real headway in industry. 

Speedy optical methods replace 


» 


NC woulditime-taking chemical analyses of 
‘ds ve ll sorts of materials. » » Refracto- 
inery befqmeters, for instance, tighten con- 


trol on distillation and blending of 
high-octane fuels. » » They show 


pped whether tomatoes, jams, or soups 
Congressmate preserved properly for canning. 
es of ing» They can do a real job of im- 
der con proving synthetic rubber, paints, 
“Anno ohalt, syrups and pharmaceuti- 
ction andgcals. > > Real hope for more prog- 
practicedifress with magnification is pinned 
nall busififto the fact that the U. S. optical 
gers. the industry has completely broken its 
rade angggccpendence on German know-how. 
ently re- 
entratior 
rticularly 
produc. 
and the 
its, trac- 


ehold ap-#, , This country now has a vast 
furniture " : 
argumentig "my of workers trained in the 
last war\Moptical field who, as one manufac- 
than thefMfturer says, ‘““Now know a lens from 
TC fearsf, beer bottle.” » » For an eye- 
S of such . ; 
ated po- widening researched-report on 
what industry is currently doing 
about optics, see Bill Blank’s (MI 
Technical Editor) article on page 
48, “Magnify Your Problems—and 
Shrink Your Costs”. 


P-W Products Seek and ye shall 
find—an old-fashioned phrase tells 
holesale, Mi the scurry story of present-day 
m SON racing for new product ideas for 
1 indus- §usiness tomorrow. » » Detailed in 
1aterials, HJ 1-2-3 style on page 42 are the an- 
er goods Hiwers field-found by Arthur W. 
gy Pearce, MI’s Economics Editor to, 
n trade Where to Find New Product 

Ideas, and How”. » » Dozens of 
sociation Hisources are suggested, with names 


tion and 
fits of a 
acturers, 
; in the 
etermine 
2conomic 
ged in.” 
s 4, only 


SI “ed . 
eigen and addresses to be very specific. 
tion of And there is much pungent ad- 
and in- §§vice for the new-product-seeker. » » 
yf many 
le iSSO- a 
tl s al 
h ordi- ° e 
null! €dttortal 
to thei 


~ T L\DEPENDENCE 


*® Modern Industry has it. And 


n! and here's what it means to us: It 
means doing something—and 
a g dv ing it independently. It means 


a willingness to explore “hot” 
st- Si jects—to move into the great- 
¢ controversies. It means a 
P sitive insistence on finding 
(> truth in spite of any con- 
t' cy influences, however subtle. 
1 means—we believe—staff- 
ting by full-time editors who 
e only one interest: the dis- 
© ery and unbiased interpre- 
ts on of fact. Finally, it means 
j “courage to publish the whole 
y as we find it, whether it is 
er or sweet for either sub- 
ng bers or advertisers. Modern 
| ustry comes a little closer to 

g this kind of magazine be- 

se it is the sole business 

| P lication which is field-re- 


's 


~~ 


tched, personally, by its own 
7 t-editors. 
Modern Industry 


r— 


builders who have no 
established war or peacetime product 
lines will do well to curb their let’s- 
do-it-yen and close down for a time 
and avoid the inevitable losses from 
biting off too much new product. » » 
It may be cheaper to buy a new prod- 
uct than to develop it. » » The ques- 


First, improve present | 
products and expand their | 


tion of taxes will be a desideratum 
for measuring the economics of 
buying versus developing some- 
thing on your own. » » One man- 
agement consultant interviewed 
advises, “Determine the general 


area of company ‘know how’—then 
don’t go off the reservation and get 
hurt.” 


8 Best Everyone concerned—man- 
agement, employees, labor organi- 
zations, the medical profession—is 
now agreed that nonoccupational 
illnesses cannot be isolated from 
those that derive from the job. » » 


That is the overall finding from a | 
widely field-researched study by 
MI Assistant Editor, Eleanor 
Vaughn who reports on page 33 
how smart management is, ‘““Keep- 
ing Workers Working with Medi- 
cal Care”. » » The average 500-man 
plant has an expectancy of 4,500 
man-days lost owing to non-occu- 
pational illness and injury. » » And 
for less than $20. a year per worker, 
frequently all paid or partly paid 
by the employees, many companies 
protect themselves and their work- 
ers against this loss—safeguard 
health, raise morale, reduce ab- 
senteeism. » » Decidedly worth- 
while. » » Eight smooth-working 
plans now in operation, all of them 
different, all of them good and suc- 


cessful, are described in detail. 


READER OO xeee 


There has been conspicuously lack- 
ing, apart from your excellent crticle, 
any genuine and able attempt to ex- 
plain the patent situation to industry 
generally in adequate terms and in 
proper perspective as you have done, 


We are glad to see that at least one 
writer has been able to cover this 
subject without becoming al] tangled 
up in a lot of lace garnishings. 


Please send me further information 
on the Plastic Fixture for Lenses 
which is illustrated on page 40 of 
your December 15th issue. 


Your indexes are very helpful in 
providing the readers with the key to 
the articles of leading interest, thus 
saving valuable time. 

That piece on annual wage plans in 
the last issue was a neat job of tim- 
ing, what with the CIO pressing for 
guaranteed paychecks and. . 


Not Hampered...by a Lot of Past 


WENTY-THREESTERS have done such a 
Ton as combat majors and colonels! 
Automakers worked wonders with engines 
of warfare. Old man Mars. destructive as 
he is, created the opportunity for native 
aptitudes to pin longevity to the mat. Step- 
ping out smartly and doing great things is 
easier when a Past is not permitted to inter- 
fere with a Future. 


Possibly one of the most profound realiza- 
tions, aftermath of this War, will be the 
markdowns taken by moss-grown traditions 
and venerability in general. 


Mark these words An effective sales story 
in 40-X will go something like this: “We 
never made a BLANX before, but we studied 
every similar product that had been made 
and boy-oh-boy, they all were open for im- 


These 31,500 most important manufacturing plants pro- 
duce approximately 89% of the total volume. 


**Index to Vol. 7 (January-July 1944) furnishes a splendid 
idea of the range and balance of Modern Industry's re- 
searched presentations expressly edited for all levels of 
management in all kinds of manufacturing industries. 


provement. BLANX could have been made 
better years ago, saving you lots of dough, 
but none of the old boys would make the 
required changes. Now take this model for 


” 


example... 


Common Understanding Opens All Doors 


More than 50,000 responsible management 
men, the readers of Modern Industry in the 
nation’s 31,500 most important manufactur- 
ing plants*, are keeping closely guarded 
secrets today. As progressive and aggressive 
management men, they alone know what 
their companies are planning for 40-X. 


The above statement is supported by an 
abundance of incoming mail. Companies, 
which by their letterheadings, reveal no 
special interest in powder metallurgy, lig- 
nin, laminated-plastics or peanut hulls— 
express very serious interest in going deep- 
er into a wealth of subjects that our travel- 
ing staff-editors have personally researched 
in the field (averaging practically a mile a 
word to serve their readers) and reported 


tersely and pictorially in the pages of the 
magazine. * * 


Let’s see what the February 15th issue 
has for the sales-minded 


[) Keeping Workers Working with 
CNS CIO iss dais ses ssesistaseisiocsevtossceiacios 33 
Here are eight plans for safeguarding 
health, lowering absenteeism, raising 
morale. 

() Where to Find New Product Ideas— 
TE BOY cscsscessescsccsctescancssnnssscosescessesssss 42 
Dozens of sources are suggested, with 
names and addresses. Pictures show 
already-developed products that are 
looking for manufacturers. 

() Magnify Your Problems and 
co | EE 47 
Optical engineering, using lenses in 
scores of ways, delivers war-production 
miracles, 


Modern Industry 
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347 Madison Avenue, New York 17, N.Y. 


CHICAGO 6: 20 North Wacker Drive * CLEVELAND 14: 627 Union Commerce Building * PHILADELPHIA 2: 220 South 16th Street 


SAN FRANCISCO 4: 68 Post Street « 


ATLANTA 3: 1722 Rhodes-Haverty Building 


LOS ANGELES 14: 403 West 8th Street 
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McCann-Erickson 
Gets Westinghouse 
Institutional 


Pittsburgh, Feb. 8.—Westing- 
house Electric & Mfg. Company 
has placed all institutional adver- 
tising with McCann-Erickson, New 
York, effective Feb. 1. 

The Westinghouse institutional 
account is estimated at about $3,- 
000,000, of which about $2,000,000 
a year is being spent for time and 
talent on the John Charles Thomas | 
program on NBC and for the Ted 
Malone program on the Blue Net- 
work. 


|lic Relations, Inc., 


McCann-Erickson has handled 


Westinghouse institutional on the 
air for the last year, following the 
resignation of Young & Rubicam as 
Westinghouse institutional agency 
in order to handle General Elec- 
tric Company’s appliance and mer- 
chandise department. The new 
McCann appointment includes 


|newspaper advertising, youth and 


educational programs, financial and 
technical advertising. 
Fuller & Smith & Ross, Cleve- 


|says John W. Darr, president. 
| Along with 14 other educators, 
;/economists, publishers and pub- 
| licists, Dr. Bogen has been a mem- 
|ber of the advisory staff of the 
| Institute since its organization. 

| Dr. Bogen, named by the late 
|founder-president Bernard Lich- 
|tenberg as one of three executors 
|of his personal estate, has no stock 
|interest, direct or indirect, in the 
| Institute, and there is no Institute 


land, continues to handle various | stock in the estate. Mr. Darr, for- 


Westinghouse product accounts. 


Board in Control of 
Public Relations Firm 


Control of the Institute of Pub- 
New York, 
rests with its board of directors 


and not with Jules I. Bogen, edi- | 


| merly vice-president and managing 


director, was elected president last | 


fall by the board. 


Place Univis Account 
Univis Lens Company, Dayton, 
O., has appointed Kircher, Lytle, 
|Helton & Collett, Dayton, to direct 
advertising. National magazines, 


tor of the New York Journal of|business papers and direct mail 
Commerce, as was reported in the! will be used in promoting the com- 
Jan. 22 issue of ADVERTISING AGE,|pany’s 2-Way and 3-Way Lenses.! Jett, who was formerly chief en- 


Jett Holds Firm 
in Allocations 
of FM Air Waves 


Washington, D. C., Feb. 8.—FCC 
Commissioner E. K. Jett, central 
figure on the government side in 
the squabble over the spot that 
FM should have in the radio spec- 
trum, remained firm in testimony 
before the House appropriations 
committee this week, to the pro- 
posed allocation pushing FM “up- 
stairs.” 

Asked about industry allega- 
tions that the switch would delay 
FM by six months, Commissioner 


hig appetite 


It has the appetite of 3,844,960* 
hungry persons. It consumes in one 
day 20,673,244 pounds of assorted 
meats, vegetables, canned and pack- 
aged foods and desserts. 

It consumes motor cars, fur coats, 
plain and fancy shoes, lipsticks, ciga- 
rettes, pianos, movies, books, cook- 
stoves, furnaces. 

And we're barely scratching the sur- 
face, for this is a city we're speaking 
of —the third largest — Philadelphia. 


*Philadeltphia trading area. 


Philadelphia is a particularly advan- 
tageous market, aside from the assorted 
wants expected of our third largest city. 
For they have many additional wants 
because of a high proportion of home 
ownership. And an advantageous mar- 
ket for still another reason—it is easy 
to reach with an advertising message. 
Because nearly 4 out of 5 Philadelphia 
families daily read one newspaper. 


That one newspaper is The Philadel- 
phia Evening Bulletin. Its circulation of 


Buy more War Stamps from your newspaper boy 


more than 600,000 suggests that its 
editorial staff appreciates and under- 
stands the newspaper needs of Phila- 
delphia. Its editorial content of many 
local items, in addition to state and 
national news, adds to its family inter- 
est and its useful life. 


In Philadelphia— 
nearly everybody 
reads The Bulletin 


a 


‘ mg Age, Feoruary 
gineer of the FCC, con 
“Six months’ delay shi 
make much difference bec 
service cannot go ahead 
at this time.” 

As industry forces line; 
the public hearings on th« 
tions which will be held 
March, FM broadcasters a 
vision people were in 
opposing camps, with te »\j 
people demonstrating sw: 5ricip 
unity in support of the 
standard proposal for thei 

Despite early pleas fri CBs 
and its supporters for “tu, <tajps” 
television, it appeared tha’ the, 
would be little fight over «jc «& 
cision to let television start down. 
stairs, while reserving ad: \tiona) 
space for experimental purpose; 
higher in the spectrum. 

Admittedly, the 12 downstaip 
channels would not be sutiicien: 
to accommodate a nationwide sys. 
tem of competitive television. Com. 
missioner Jett conceded that in th, 
congested northeastern part of the 
country, service would be confine; 
to the large commercial areas sye} 
as Boston, Providence, Hartford 
New York, Philadelphia, Balti. 
more and Washington. 

In other parts of the country 
the South, Midwest and far West 
the 12 channels would reach a]| 
large market areas, and many 
small communities. [ 

Arguments of the FM people, 
who want to expand the present 
band, were thoroughly discussed 
at the appropriations session. [j 
the band were expanded, Com- 
missioner Jett pointed out, the 
500,000 existing receivers would 
be capable of getting only halj 
the FM stations. “We do not think 
that would be a good thing,” he 
said. “‘At least I do not believe it, 


Flood of Applications 


Mr. Jett told the committee that 
the FCC expects at least 1,20( 
applications each for new stand- 
ard and FM stations during the 
first year after the equipment sit- 
uation eases. He reported that o1 
Jan. 1, the FCC had 250 standard 
applications pending: 300 FM, and 
70 television. 

Chairman Clifton Woodrum wa: 
critical of the renewed FCC-WP 
freeze on construction of standart 
stations, asserting that there 1 
no excuse for a blanket refusal t 
permit construction where a sta 
tion might actually have new 
equipment in its hand. 

Chairman Paul A. Porter ex- 
plained that the freeze was de 
signed to ease the drain on man- 
power, but Woodrum said ther 
is so much confusion over man 
power he sees no reason why loca 
construction projects could not b 
cleared with the War Manpowe! 
Commission. 

Mr. Porter asserted that it woul 
be unfair to permit one individua 
to build a station merely becaus 
he obtained equipment “by acc! 
dent or perhaps ingenuity.” M! 
Woodrum commented, “you shoul 
not penalize one’s ingenuity.’ 


Wilson Bros. Appoints 


Wilson Brothers, Chicago, men 
wear house, has announced 4p 
pointment of the following tric 
sales managers: Bob Flyn: 
fic Coast; George Douma, 


West, and Dan Buck, Centr«| East 


To Griswold-Eshlemcn 

David K. Bortz, former!) Ww! 
Cleveland Fisher Aircraft n 
pany, has joined the staff 0) Gris 
wold-Eshleman Company, eve 
land. 
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‘«(ftecion Asks Posts 
‘to Organize for 
> ofFul. Employment 


a; We .ington, Feb. 9. — Reporting 
Pires least 7,000,000 new jobs 
eee oe created in the sales, serv- 

» i.’ fice an’ distribution fields after the 
sa war, »@ American Legion today 


at 
that 


oubleimadvi its 20,000 posts and units 
BP. ‘hrou. 1out the country to organize 
CBS community action in support of the 


tairenfqgnation vide program for full em- 


, nloyment. 
there MEPLOY! , 
‘eH ne Legion report on postwar 


e — 
| . employment revealed that only one 
4 tional out of four jobs after the war will 
p nosed he in manufacturing, and that an 
MUSES : 


actual reduction of 3,400,000 jobs 
Wostaipegin industrial, government, agricul- 
sufficienfqgtural and self-employment is prob- 
vide sys.fqmable cor pared with 1943. ‘. 

mn. Com. “In a healthy economy,” the re- 
at in thelmmport s: id, “only one worker out of 
rt of thelmmfour i employed in manufacturing. 
confinedimTne others must find employment 
‘eas syuchfgin service, distribution, transporta- 
Jartford fagtion, finance, government, etc., for 
| “BB production is useless without mar- 
kets. Automobiles, for instance, are 
2 dead loss standing in Ford or 
al Motors factories. After the 


Balti- 


country 


‘ar West cene! 
‘each aliggwar we are going to have to really 
d manvgmpsell for the first time in our lives, 
“Mor we may become a socialist state, 
people, with the government controling all 
- presenigproduction and distribution. 
hae Asks Expanded Services 
sion I 
d, Com. Asserting that selling and dis-| 
out, the tribution is a “grass roots’’ prob- 
'S would™lem, the Legion advised its units | 
nly half™to form local committees to see | 
not thinkgwhat could be done to expan $| 
1ing,” he ‘ices in each community. “In| 


lieve jit. gall discussions of postwar employ- 
ment, the emphasis must be ana 
upon jobs for returning service- | 
ittee that/mmen. But the Legion recognizes | 
ast 1,200m™that we do our fighting forces an 
w stand-Mgl-favor if in finding jobs for them 
ring theggwe leave other millions out of 
ment sit-gwork. There can be no Secens | 
| 
| 
| 
| 
| 
| 


Dns 


1 that onjgend happiness in a collapsing 
standardy™economy.” 
FM, and 


Riddle Directs Media 
for G-E Apparatus 


lrum was 
CC-WP 
standart G. W. N. Riddle, engaged in| 


eae m } larket research work for General | 
re a sta Blectric Company, Schenectady, | 
ive new more than 
a year, has been 
ter ex- appointed d i- 
was deqgector of media 
on manqgcdvertising of 
1id_ there G-E’s appa- 
rer mange’ tus depart- 
why loca ment, according 


id not bag’? 22 announce- 
ment by W. V. 
Merrihue, man- 
it woulda ger. of the ad- 
ndividuag Using and 
, becaus@™®S Promotion 6, W.N. Riddle 
“by acciqgg’ Visions. P , 
itv.’ Mrgg For 14 years prior to his market 
5 shoul research work, Mr. Riddle was on 


[anpowe! 


at the staff of chairman of the board, 
*rving under both Owen OD. 
Ants toung and P. D. Reed. 
», men \ 
5°. soda Open Road,’ ‘Revue’ 


“he 1944 Linage Omitted 
contra The tabulation of magazine lin- 
tro Eastqg’se appearing in ADVERTISING AGE 
‘an. 22 did not include linage for 
Jpen Road for Boys or for Revue 
mon Boderne, Canadian magazine. 
erly Wi@Y~en Road for Boys published 37,- 
aft ~OMBER3 | nes (87.3 pages) of advertis- 
ot UI g n 1943, and 51,982 (123.8 | 
si age.) in 1944, 
fe ue Moderne carried 124,632 | 
hes (183.3 pages) of advertising 
11943, and 197,035 lines (289.8 
) in 1944. 


“NO. 14— 


re ew plants are 
79 planned by 22% 
dak vies, according to | THE MARKET 


For Detailed 
oe Doto 


, urvey. Expansion | DATA BOOK 

facilities is PR nenne 
Panne by 54%. Plan to | ““egmoe”® 
tet 


r share of this 
demand. 


270 Broadway, New York, 7, N.Y. 
ISHED EVERY TWO WEEKS. 


...The DAILY NEWS RECORD is 
essential to a good start in the textile 
z 2 te = : ae ) Es . and apparel business executive's day. The 
| og first thing he reaches for in the morning, 
the DAILY NEWS RECORD gives him news 


of world-wide market conditions, prices, 


governmens news, technological developments, 
contracts, buyers’ arrivals . . . all vital to his 
business . . . gathered by “on-the-spot” reporters 
here and abroad. If you are planning to 

reach the Textile and related industries from 
raw material producers, mills, and manufac- 
turers, to retailers . . . the second largest industry 
in America . . . the DAILY NEWS RECORD 


must be the backbone of your campaign. 


LET'S LOOK AT THE RECORD 


Over 325 Fairchild staff correspondents, strategically 4 News is received and coordinated in the Fairchild 
placed from London to Rio, from Portland to Paris, building in New York by a complete staff of editors, 
gather news of worldwide market conditions right on the feature writers, rewrite, and other city news staff person- 


spot. The Record gives it to ‘em first! nel... set-up in our own composing room . . . printed on 
our own presses . . . rushed to trains and post offices in 


special trucks. A real news organization . . . not just a 


9 Daily News Record price quotations are gathered publication! 

personally in the market, weighted and compton on i Over dit conned cdvedione.,.. . 90 ot then dally 
not copied from a news ticker. That's why theyre accepted . and over 450 spot advertisers use the Daily News 
as authentic by the market. . . recognized by the courts. Record . . . the largest volume of advertising in the field, 


whether measured in space or dollars! 


; Government news, orders from WPB, OPA and other (j Subscribers pay $15.00 for a Daily News Record 


official agencies, cathered by the Fairchild Washina- subscription . . . more than twice that of the next 
ton pe of 10 ful reaapieee eho , Bn wes highest publication in the field. 84% renewal percentage 
ee a a ee . .. the highest of any publication in the industry. Circula- 


by direct wire at the rate of as many as ten thousand tion restricted only by paper shortage. That's real reader 
words per day. Complete, authoritative, vital. interest! 


THE ONLY NEWSPAPER FOR 


Qi) TEXTILES * MEN’S WEAR * DOMESTICS 


5 FAIRCHILD PUBLICATIONS «8 EAST 13th ST., NEW YORK 3, N.Y. 
a we deemen'e Woumlrs can nai¥@:tuneneus WMG-AUMbaMianes © bars wean © RCIaliiom cagimm « tances tele eaniueds 
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Hoover Company 
Hits at ‘Postwar’ 
as Insidious Word 


| war products several months ago.| ture war needs 


| 


| 


Getting down to cases, it declares: 

“In April, 1942, about the time 
the manufacture of all electrical 
appliances was converted to war 
production, a leading trade jour- 
nal in this field was a_ pretty 


North Canton, O., Feb. 6.—Using | skimpy looking affair—with only 


word 
. postwar,” 


as a peg “the most insidious 
in America today . 
the Hoover Company and 
agency, Leo Burnett 
Chicago, hung up a slam-bang edi- 
torial to stop “American wishful 
thinking,” in a 16-page booklet re- 
leased last week as a company re- 
port in the 38th war month. 


Placing full responsibility on the 


word “postwar” for causing war 
bond sales to fall off, for keeping 
people away from blood banks, 
causing scrap drives to fail and 
factory production to drop, the 
editorial castigates advertisers who 
unleashed news about their post- 


its | 
Company, | 


| 


| 


40 pages and 23 ads.” By Novem- 
ber, 1944, it had 160 pages and 
106 ads, “many of them in color,” 
urging dealers to “get on the band 
wagon.” Admitting the advertise- 
ments showed “American energy 
and initiative,’ it denounced the 
mood of “wishful thinking” they 
created. 

Recalling the grave news fol- 


|lowing Rundstedt’s attack, and 


quick renewal of the realization 
that reconversion is still a long 
way off, Hoover said it was asked 
to equip and operate “a new and 
fifth plant in Town X. This is not 
for vacuum cleaners. It is for fu- 


. and it can 
|not even be in full production for 
many months.” 

| Hoover then stated its own post- 
| war program —‘“‘When we can 
|count for certain on a_ postwar 
then you can count for 
on a postwar Hoover 


| certain 
cleaner.” 


Kudner Agency Adopts 
Profit-Sharing Plan 


Arthur Kudner, Inc., New York, 
has adopted a profit-sharing re- 
tirement plan for employes which, 
subject to U. S. Treasury approval, 
covers all employes with two years 
of service. It will be operated by 
a joint committee of employes and 
management with the Chemical 
|Bank & Trust Company acting as 
depository. The program supple- 
/ments the agency’s annual bonus 
|}and insurance programs, 


Westinghouse Halts 
Electric Iron Making 


Civilian production of electric 
irons, resumed last September 
|upon WPB authorization, has been 
|voluntarily halted in order to 
|transfer employes to critical war 
| work, J. H. Ashbaugh, vice-presi- 
dent of Westinghouse Mfg. & Elec- 
tric Company, Pittsburgh, has an- 
nounced. The irons are manufac- 
tured at the electric appliance 
division plant at Mansfield, O., 
| which is currently producing Army 
|binoculars, insecticide dispensers 
or “bug bombs,” and aircraft parts. 


Kaye Joins Olian 

Harold Kaye, formerly radio 
director of the Joseph Katz Com- 
pany, Baltimore, has joined the 
Chicago office of Olian Advertis- 
ing Company in the same capacity. 


Sinclair Lewis has her mellow with mirth... 


HE'S young—so she likes to live 

and laugh and love. She's young— 
so she likes to look forward and 
dream and plan. She’s young—so she 
likes to read Cosmopolitan, 

She is finding huge enjoyment ina 
story by Sinclair Lewis—one of the 
brilliant authors who fill every issue 
of Cosmopolitan. And she feels like 
the friend of all the world! 


ing. Great readi 


Cosmopolitan publishes the finest 
writers, because our editors know 
that great writing makes great read- 


mood. It exercises the emotions. It 
sets Cosmopolitan’s young audience 
to longing for the better things of life. 

Think what that means to your 
Palmolive Soap advertising, Colgate! 
Think what that means to Colgate 


[ osmopolitan 


GREAT WRITING MAKES GREAT READING 


...what a moment, Colgate," 


for your message! 


ng mellows the 


*An advertiser 


Dental Cream and Tooth Powder, to 
Cashmere Bouquet products, Halo 
Shampoo and Super Suds. Keep talk- 
ing to her about Colgate-Palmolive- 
Peet products while she’s under the 
magic spell of Sinclair Lewis... Louis 
Bromfield ...Faith Baldwin. For Emo- 
tion makes wars. Emotion makes 
marriages. Emotion makes sales! 


in Cosmopolitan since 1917 


Emotion 
Emotion 
Emotion 


v 
makes Wars 
makes Marriages 
makes Sales 


AUDETT q Ag FeOTUO ; 
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Sloan‘s Linime nt 
Drops Net Rado 
tor Newspapers 


New York, Feb. 7.—In a » dicgy 
departure from its adve ising 
policies of the past 12 yea). p, 
Earl S. Sloan, Inc. will place the 


bulk of the 1945 campaign {o, 


Sloan’s liniment in news aper. 
and magazines. , 

Since 1933, radio has been the 
chief medium for Sloan’s | mo- 
tion, with “Gangbusters” nde; 
the company’s sponsorship singe 
1940 on the Blue Network. 

The schedule calls for two to 
three insertions weekly in 159 
daily papers, 35 Negro newspa- 
pers and six foreign language pa. 
pers. Ads will appear regularly 
in 2,531 weekly papers and about 


25 national magazines, with sup- 
plemental promotion via spot radio 
and business papers. 

Built around the company’s new 
slogan, “What You Need Js 
Sloan’s Liniment,” copy will fea- 
ture situations which frequently 
bring on muscular aches and pains. 
Display material and merchandis- 
ing helps will be available to 
dealers throughout the country. 

Sloan’s liniment is now mer- 
chandised through Standard Lab- 
oratories, Inc., newly-organized 
by William R. Warner & Co. Wes- 
ley Associates, New York, is the 
agency. 


Heads Noma Subsidiary 

A. E. Snyder, formerly general 
sales manager of the lamp division 
of Westinghouse Electric & Mfg 


Company, New York, has been 
elected president of Polarized 
Products Corporation, subsidiary 


of Noma Electric Corporation, New 
York. 


McClure Appointed 


L. F. McClure, Chicago, has been 
appointed Midwest advertising 
representative of Army Exchange 
Reporter, .New York, monthly 
magazine for retail facilities of all 
branches of the service. 


of these prominent 
Canadians say: 


MACLEAN’S 


Recently an independent resea oh 


organization mace a survey © * 
group of men and women |i: «d 
in the 1943-44 “Who's Who '" 
Canada.”’ These Canadians y'' 


asked “What do you consider |'° 
most important magazine in ( "~ 
ada today?” Maclean’s Maga 
received far more votes than 
other magazines compined. 


PERCE 
OF ME 


MACLEAN’S ... 4° 
38 Other Magazines 


(Note: Time 4.5%; Reader’s Digest 2 
0.8%; Fortune 0.2%—The standings of th: 
zines are given in view of their mention | 
of a survey by Time Inc.) 


We wish to thank these men 4 
women for expressing their n 
opinion of Maclean's; and to 
our assurance that we will 
tinue our conscientious effor 0 
fulfill the trust that has 
placed in us as Canada’s 
important magazine. 


MACLEAN: 


481 University Avenue. Torome 2 


New York Chicago Montreal Londo .) 
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I eagerly look forward to 
ming of each weekly issue. 
ompendium of weekly foreign 
mestic news I know of 


ig its equal for the busy 


Ss or professional man." 


John Ten Hoor, Chairman 


JIS INDUSTRIAL PROGRESS 
SION 


fv your measure 


lf you were to draw up the requirements 
of the most effective advertising medium 
to cover your top-shot prospects, you 
would specify: — 

a magazine whose content is of first 


importance to its particu- 
lar readers; 


a magazine whose readers are top 
management men and their 


associates; 

a magazine with highly voluntary 
circulation; 

a magazine preponderantly read at 
home; 


a magazine read from cover to cover 
by 90% of its subscribers. 


Mister, you have just written the speci- 
fications of the only magazine read by the 
only audience of its kind in the United States. 


If you think we’re drawing the long bow it is your privilege 
(perhaps your duty) to demand submission of complete and 
adequate proof that THe UNiTeEp STATES NEWs is unique among 
all publications—-and that its audience is unusual, uncommon, 


unique. 


se The only publication of its kind " 


(200,000 GUARANTEE) 


The Direct Route to 
those who O.K. both 


corporate and family buying 
* 


Daniel W. Ashley, 
> President in charge of Advertising 


30 Rockefeller Plaza, New York 20, N.Y 
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Paper Situation 
Gets Gloomier; 
Tighten Quotas 


Washington, Feb. 8.— With- 
drawal of part of the first quarter 
pulp allocations for grocery bags, 
and tightening up on fiber contain- 
ers forecast today a difficult 
problem for WPB when the paper 
industry requirements committee 
meets late next week. 

With publishers already warned 
that a 10% cut for magazines and 
other book paper users seems in- 
evitable, WPB stiffened its atti- 
tude toward newspapers, despite 
the evidenced reluctance of pub- 
lishers to accept a cut at this time. 

To a newspaper industry state- 
ment opposing a second quarter 
paper reduction, WPB commented 
that “many uncertain factors may 
develop in the next 30 days which 
might make it impossible to main- 
tain present quotas.” 

What these factors might be, the 
newspaper industry did not ac- 
knowledge in a report pointing out 
that newsprint supplies during the 
second quarter would remain at 
the level that has existed since 
January, 1943, since Canadian 
shipments will be maintained at 
200,000 tons a month, until July. 

Referring to this Canadian 
promise, the publishers said it 
would in no way benefit other 
consumers if newspapers reduced 
their consumption, since the news- 
print could not be used by other 
publishers. 

Acknowledging a new 
crisis, WPB yesterday cut by 10% 
the amount of sulphite pulp al- 
lowed for grocery and variety bags 
during the first quarter of the 
year. At the same time, a 5% re- 
duction in the use of new fiber 
shipping containers for non-mili- 
tary use was prescribed. 


Restudy 30-lb. Newsprint 


One new element in the news- 
print situation was the invitation 
from Canadian paper manufactur- 
ers for a committee of American 
publishers to reopen consideration 
of 30-pound newsprint. Tried on 
an experimental basis last sum- 
mer, the 30-pound stock had been 
abandoned at the suggestion of 
the Canadians. 

Meanwhile War Food Adminis- 
tration warned that a tight supply 
situation is ahead in 1945 for many 
kinds of containers used for han- 
dling and shipping food, especially 
those for fruits and vegetables. 

Woodpulp for paper and car- 
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TIME 


/. More key officials in Wash 
ngton read TIME regularly tha 
ad any other magazine, however 


ig its circulation. 


9 Rockefeller Plaza, New York 20, N.Y. 


pulp) 


|tons, folding boxes, fiber drums 
‘and paper bags will be shorter 
than in 1944. Wooden containers, 
including barrels, boxes and 
baskets, will suffer from depleted 
carryovers and short supplies. 
Glass will be ample, but tin cans 
will be handicapped by the man- 
|power shortage. 


Alan Crowell Promoted 


Alan W. Crowell, assistant sales 
manager of the SoundScriber Cor- 
poration, New Haven, maker of 
electronic voice recorders, has 
been named sales manager. 


Joins Doughnut Corp. 
Linden Haney Jr., formerly sales 
and merchandise manager of 


| Mason Shoe Mfg. Company, Chip- 


pewa Falls, Wis., has joined 
Doughnut Corporation of America, 
New York, to head a new division 
directing sales merchandising and 
organization. 


Heads Photo-Engravers 
David Orans, of Quality Photo- 
Engraving Company, New York, 
has been elected president of the 
| Photo-Engravers Board of Trade 
containers, including shipping car- 


of New York. Other new officers 
are Nelson Demarest, Harding 
Photo-Engraving Company, vice- 
president, and George C. Prager, 
Chromatic Photo-Engraving Com- 
pany, secretary. 


WJZ Advances Hade 


John Hade, formerly commercial 
program manager of WJZ, New 
York, has been appointed program 
director, with his previous duties 
incorporated in the new post. 
James Whipple, formerly daytime 
program supervisor for Ruthrauff 
& Ryan, Inc., New York, has joined 
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the department as pr 
writer. 


Continental Using Poste; 


In support of its large 
magazine and newspaper Can) pao, 
for Philadelphia Blend, ‘op; 
nental Distilling Corporatio, 
Philadelphia, is running an «xte,’ 
sive series of outdoor and typ. 
sheet posters as well as ca Cards 
in major markets. The display, 


“als 
vale 


ing colonial Philadelphia «ene, 


delphia, is the agency. 


ucer. 


follow the magazine series «how, 


Al Paul Lefton Company, Phijs- 
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Pro-juce; . = ports, have resulted in complicat-| Also on the brighter side was s14 

Cicar Institute ing the problem of labor supply,|the fact that imports from Puerto Silin Forms Agency | 

‘causing some large factories to|Rico have been steadily narrowing| James A. Silin, former account | 
Post Se as No Let-Up hold up 1945 production and others|the decrease in the number of |€xecutive of Chambers & Wiswell, | * 
rge >ters to work on reduced schedules. cigars available in the nation’s a pn oriciggy, eo — 
Space MiNieq bx ; vertising agency, James A. 
Car Pele In Smoke Shortage Monthly Decrease Smaller — a Company, with offices at 420 Boyl- 
Tporat. | New York, Feb. 7.—Current| Civilian cigar sales decreased | an i 2 ston St., aiden 
anoxia fgeritical conditions will probably |8.5% during 1944 compared with | wo join Ayer Seeks O Market | 
and rere ontinue through the year, and | 1943, according to Internal Reve-| J. Edward Ford, former manag- |%€@ verseas Marke 
car carg,gginere Will be fewer cigars made|nue figures recently released. It|ing editor of Motor Age, has| Paraffine Companies, San Fran- | 
+ displays min t : United States in 1945 than|was discovered, however, that| joined N. W. Ayer & Son. New|cisco, Cal., has formed a division | 
ies show.(gpn 1944, according to the Cigar|monthly decreases were smaller at|account representative in Ayer’s| of overseas trade under the direc- | 
a scene: institute of America, following its|the end of 1944 than at any time | Philadelphia office is William Bol-| tion of R. R. Marsh, former man- 
Ly, Phil; eanvass Of the industry. Latest|since the decline in production|ton Jr., formerly with McCann- aging director of Pabco Products e 
PA regulations, the Institute re-| first began two years ago. | Erickson, Inc., New York. | Pty. Ltd., of Australia. 


OPENS NEW $450,000 
ADMINISTRATIVE 
OFFICE BUILDING 


Greater Akron's impor- 
tance in the rubber world 
hit a new high on January 
7 with the opening, at 
Barberton, of Seiberling's 
new $450,000 administra- 
| tive office building. It also 
marked the growth of Sei- 
berling from the 364th 
company in the industry 
at the time of its organi- 
zation to 7th today. 

The new expansion gives 
the Barberton rubber 
company a complete test- 
ing laboratory and engi- 
neering building, housing 
the latest devices for ex- 
perimenting with syn- 
thetic rubber. It is 
equipped with baby Ban- 
buries, mills and curing 
ovens. Here can be per- 
formed on a miniature 
scale all the operations of 
tire manufacture. 


They’re still in the war 
.-- ARE YOU? 


Suppose we do lick Germany in a hurry. 
So what! 
Tokio is FOUR TIMES further away than Berlin. It will take FOUR TIMES 
as many ships to get things to our boys in the Pacific. Yet, many head- 
line-happy shipyard workers are walking off their jobs. 
Jap bullets spill American blood, too. Yet, many Red Cross blood donor 
centers are filled with nothing but empty chairs. 
This war is still costing money. Yet, one person out of every eight has 
cashed in his War Bonds. 
11,800,000 Americans in uniform — and millions of homeless Allies — 
need food and supplies. But there are still Black Market operators who 
don’t give a damn about them. 
Do you give a damn, Mr. Advertiser? If you do, how about going “all 
out” when you go outdoors. Remember, four out of every five people in 
New England see your Donnelly boards. Why not give a message that 
counts to these people who count? As you know, you can count on them 
to do something about it. 
JOHN DONNELLY & SONS, 


* 


The growth of Seiber- 
ling is another reason why 
this rich war-time market 
will be a prosperous 
peace-time market... 
one you cannot afford to 
overlook when planning 
your future sales pro- 
grams. 


BOSTON 19 


Donnelly Adv. 


at 


Represented by 


STORY, BROOKS & 
FINLEY 


Philadelphia 
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We Must Look Ahead 


Two months ago, when ae ores to resume active discussions 
German counter-attack made such! of the economic problems that will | 


| 


spectacular progress as to alarm 
military authorities and _ political 
leaders alike, plans for reconver- 
sion were shelved and the entire 
resources of the nation were once 
more turned toward war produc- 
tion. Having been guilty of over- 
optimism in 1944, our national | 
leaders decided not to repeat the} 
mistake in 1945. As a result, all | 
discussion of postwar plans in and | 
out of government has been soft | 
pedaled, while we have redoubled | 
our efforts to overcome shortages | 
of manpower and materials and} 
insure as rapid progress toward 
victory as possible. 

The past two 


months 


be confronted with the advent of 
peace. That may not be achieved 
immediately, but the conclusion of 
major hostilities in Europe pial 
not seem far off, and consequently | 
a reduced tempo of war production | 
may be in effect before many 
months have elapsed. Even if the 
Japanese war is not concluded for 
another year or more, we shall be 
in the transition stage from all- 
out war to a peacetime economy 
much sooner than seemed possible 
only two months ago. 

We recognize the danger of a| 
psychological letdown if the pub- | 
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WE ARE SORRY WE CADDOT BRIG You THE 
wiZZO SURE FIRE Co'D REBEDY PROGRAB 
couR ADDOUDCER 
EVERY BEBBER OF 
CAST HAS A @O'D, AD ALL THE 
pan MN IS Dowd WID GO'OS ExceEPT 
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| through ADVERTISING AGE, b 
|national advertiser or adve1 
|agency executive writing o: 
| business letterhead. 


|No. 2471. 
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Fact Finders’ §, d 
Annual Report to You. 
The New York Post has is-vjeq 
|its second annual report cove); 
interviews with active shoppers jy 
Fifth Ave., Brooklyn, 34th St. and 
miscellaneous stores. Percentage 
figures in the report show where 
these people live, and their ages. 
with following pages devoted to 
their reading habits—where morn- 
ing and evening newspaper read- 
ers live, by boroughs, and morn- 
ing and evening coverage of New 
York newspapers by age groups 
How morning and evening papers 
duplicate each other is shown, and 


| 
| 
| 
| 


all of this information is presented 
opposite to comparable 1943 fig- 


—The Unseen Audience, by Webster, 


‘Emotion Words’ 


Your Ad-libber is getting more 
and more fed up on the kind of 
words which have long _ since 
ceased to mirror thoughts and now 
are used as emotional tag-lines. 
It’s about time that we learned 
that a “radical’’ does not neces- 
sarily have a bristling red beard 


\lic again becomes over-confident|nor sleep with bombs under his 
have | regarding an early end of the war. bed, and may even love his home 


greatly changed the military pic-|It is necessary to maintain morale|@nd mother; it’s likewise about 


ture. Russia’s drive into Ger- 
many, plus further advances on 
the Western front, have the Nazis | 
on the ropes, apparently ready for) 
the knockout punch. The capture | 
of Manila and the liberation of the | 
Philippines have advanced the}! 
war in the Pacific far beyond | 
earlier expectations, and while the | 
finishing blows may have to be| 
struck on Chinese soil against 
powerful Japanese land forces, the 
United Nations should soon be 
ready to concentrate on that war 
with excellent chances of bringing 
Japan to its knees. 
Thus it seems to us 


that it is 


The Closed Shop in Radio 


It is an interesting fact that! 
American industry, which has 
been striving to prevent the adop- 
tion of a closed shop in its own 
plants, is now committed to the 
closed shop in radio. The success 
of AFRA, the American Federa- 
tion of Musicians and other 
ganizations in the radio produc- 
tion field in getting shop 
contracts or their equivalent has 
given these groups absolute power 
their point of view 


or- 


closed 


in enforcing 
on broadcasters, advertising agen- 


cies and advertisers, as well as 
their own members. 

The DeMille case has empha- 
sized the ability of a union with 


a closed shop contract to eliminate 


an important figure without re- 


Ce 1ose who e util- 

ed is sé ces iccessfully As 
Mr. DeMille is } te it, abso- 
le t € € V union s 
pa n ly u i 

en ‘ idio eld es 
v é equlreme it suc! 
I t exe ed tne pub ¢ 


on the home front so that man-| 
power and _ production facilities | 
may meet whatever load is im-| 
posed upon them. Yet if business | 
is to be prepared for the recon- | 
version period which is ahead, it 
must be studying now the job to 
be done when war production is 
no longer our major and all-ab- 
sorbing assignment. 

No public fanfare’ regarding 
postwar plans is necessary to get 
this job under way, but a positive | 
attitude toward the many prob- 
lems of production and marketing | 
after the war must be taken if we} 
hope to be ready for V-Day. 


interest. Arbitrary and inequitable 
use of that power should result 
in its elimination, but the com- 
plete silence of those directly con- 
cerned in this case is a tacit ad- 
mission that they regard them- 
selves as powerless to intervene in 
the matter. 

AFRA, AFM and other unions 
which control] the operations of the 


radio industry should not. be 
blamed for getting and holding as 
much power as they can. They 
undoubtedly feel that they can 
serve their members more effec- 
tively by being able to dominate 
the field. But the networks, the 
igencies and the advertisers who 
ire thus compelled to follow the 
lictates of the union heads have 
1 serious problem which they have 
ot thus far been able to solve. We 
e beginning to believe that the 
nitiative ‘n the situation may 
é » be assumed by the adver- 
tise vho pay all the bills and 
e end are responsible for the 


arisen. 


/noys us most right now 
| which surrounds “planning.” 


| three supports, 


time that we learned that a “con- 
servative” is not necessarily a die- 
hard stand-patter who refuses to 


budge an inch on any subject, 
hasn’t changed the cut of his 
clothes since 1910, and wouldn’t 


recognize a new idea if it were in- 
troduced with three blasts from 
Gabriel’s trumpet. 

The word-juggling which an- 
is that 
Ac- 
cording to AA’s report a couple of 
weeks ago of the National As- 
sociation of Manufacturers’ meet- 
ing in Cincinnati, H. W. Prentis 
Jr., Armstrong Cork president and 


former NAM president, said that | 
“today’s great issue is competitive | 


enterprise vs. a planned economy” 
and “American freedom 
political freedom, 
personal freedom and economic 
freedom. If one of the three is lost, 
all are lost, and planned economy 
will remove one of the three vital 
supports—economic freedom.” 

So right in the next breath, so 
to speak, Harvey Firestone Jr. tells 
the same group that the nation’s 
only hope of averting postwar eco- 
nomic chaos lies in competent 
planning before victory is won. 

Maybe your Ad-libber is some- 
what confused, but it seems to us 
that what these gentlemen were 
telling their NAM friends was that 
planning is essential, but that eco- 
nomic planning robs us of our 
freedom; or, “Fellows, if you want 
to save the economy, put on your 
thinking cap and plan like all get- 

ut—but above all else, beware of 
a planned economy!” 

Now, you’ know that 
gentlemen were expressing their 
opinions of the proper realms, re- 
spectively, of government and pri- 
vate industry in the basic Ameri- 
can economy. But they have fal- 
len into what begins to look like a 


congenital habit of picking the 
wrong tag-phrases. Will A. Citi- 
zen understand that when Mr. 


rests on | 


these | 


New York Herald Tribune ures. 
No. 2472. What Will Happen in 
the Movies the Day War Is 
Over? 


| This booklet, issued by Ampro 
| Corporation, contains a reprint of 
}an article in Cosmopolitan, which 
|tells about the effectiveness of 
Prentis inveighs against a “planned | training and entertainment pro- 
economy” he is really expressing| grams for the armed forces, and 
his opposition to rigid government| about postwar possibilities of 16 
control of every phase of economic | mm. films in supplementing text- 
activity; or will he assume that he | books in schools and colleges. 
who denounces a “planned econ- | 
omy” must perforce desire a “plan- | me. SEs. A 
less economy”? ing Habits. 
| For himself, your Ad-libber Personal interviews with repre- 
| wants nothing to do with a plan- |Sentative rural merchants in Man- 
\less government or a_plan-less|‘toba, Saskatchewan and Alberta 
'business, or a plan-less economy. | provided the figures for this study, 
And planning is not a swear-word |issued by The Country Guide, 
to him, whether it’s indulged in| Winnipeg. The report includes 
| by the NAM, a “radical New Deal- farm buying habits, compared 
er,’ a Liberty League “conserva-| With prewar and with urban 
tive” or an Australian aborigine. (habits; the influence of brand 
Planning should imply thinking, | names and advertising; buying fre- 
|with an objective in view. Plan- | quency in various classes of items: 
/ning is no more to be condemned | Purchasing power, and merchants’ 
|than thinking, or walking or talk- | estimates on farmers’ most im- 
|ing. There is nothing wrong with | portant postwar purchases. 


planning; there can only be some- | : 
hie wrong with plans. So let’s No. 2461. From Trees to Printing 
| Presses. 

Kimberly-Clark Corporation has 


quit using “planner” and “plan- | 
|/ning’”’ as synonyms for S@*&#o0” 

issued this brochure, which tells 
the story of paper making from 


B&(%'> and instead let’s examine 
selection of wood and its prepara- 


the “plans” and the “planners” in 
terms of (1) how soundly they | 
think and (2) what objectives they | tion at the mill to the finis! 
| product. Illustrations show actu: 
Then maybe we can all get to- | mill operations, and text describ: 
gether to plan a better, freer, more | various steps in the paper-maki! 
enterprising postwar America|process. Several types of print 
than we've ever had before. | presses, currently used, are illu 
es. trated, with diagrammatic sket¢ 
Jottings 'showing paper traveling throu! 
Lee Ad Richmond of Perkins | the presses. 
Products Company thinks there’s | 
good common sense in this display | No. 2463. People and Market: 
copy culled from the weekly Sen- Tomorrow. 
tinel, Franklin, Neb.: ‘“Notice— | Opinions and reports of in i- 
Auto Coal Customers—No More/|viduals, companies, associati 
Chunk Selecting. Bring sacks and|and government, forming a s; 
fork up the coal as it comes. It’s|posium of postwar thinking 
not fair to leave the fine coal for| planning, are contained in s 
the other fellow.” . brochure, issued by Hearst Ne :- 
The Canadian Broadcasting Cor-| papers. The subjects include « »- 
poration is reported as ‘“‘persuad- | ployment, retail distribution, s 
ing” stations across the country planning, public relations for 
not to renew “horror program” |dustry, and many others, \ 
contracts this year, following the|charts on various aspects of 
Parliamentary Radio Committee postwar market picture. 


report urging elimination of horror 
shows, soap operas and medicine , No. 2465. What Major Outlets 
shows. . - Going to Do About Sel 
A courteous message from Household Appliances in P 
Transcontinental & Western Ajir war. 
arrived the other day saying that House Furnishing Review g 
a detailed report, in this folde! 


A Study of Farm Buy- 


— Ou 


| seek, 


1 mca 


a 1945 calendar would not be sent 
this year because “the conserva-|a survey conducted among 

tion of paper prevents us from |scribers to determine what ré 
producing a calendar of the qual-{| dealers in major household ay 
ity we have set as our standard in/ances plan to sell after the 

|past years.” Assurance is given|and what merchandising h' 
that conditions permitting, a 1946 | they would most like to receiv: 
}one will be mailed... the immediate postwar period. 
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The net paid circulation 
of the Phoenix Republic 
and Gazette is greater 
than the total number of 
radio families in the 
entire state. 
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Rosswell to Glicksman 
Glicksman Advertising Com- 
pany, New York, has been ap- 
pointed to handle advertising for 
the Rosswell Sportswear Company 
of New York, manutacturer and 
distributor of Winnie Wool sweat- 
ers. Newspapers, magazines and 
business papers will be used. 


INTERESTING! 


CHALLENGING! 
TALKING LETTERS FOR * aia 
MEN AND WOME 
A ries of unique 
le eter improvement (3rd yr.) 
letters you write real top-notchers New 
groups form week of Feb. 26. Write-Phone. 
ANNETTE GRAEBNER, Letter Consultant 
Creator of Talking Letters 
22 E. 38th St., N.Y.C. 16 CAledonia 5-3700 


DIFFERENT! 


armehair wits scussions in 


Make those good 


Surplus Board 


Studies Needs of 


Priority Buyers 


Washington, Feb. 7.—Reorienta- | 
tion of thinking in the disposal of | 


|surplus property is now under way | 


at the newly instituted Surplus | 
Property Disposal Board, with | 
members devising ways to chute 
goods to priority buyers, without 
disrupting established trade chan- 


| nels. it works to the disadvantage of 
| Under the Surplus Property Act,| those who are not currently in the 
|the property must be offered first | trade. 
to governmental agencies, then, Congress particularly specified 
/used to assist small business men, | that surpluses must go to veterans 
farmers and veterans, before it be-|in order to help them establish 
comes available to the general! businesses and farms. Since the 
public. surplus property people are not 
Seek Plan Fair to All anxious to deal with individual 
Until now, the surpluses have|consumers, the veteran’s priority 
\frequently moved rapidly into| promises to be a stickler. 
|trade channels under arrange- Generally it is believed that the 
ments which permitted the origi- | answer to the veteran and small 
nal manufacturer to take back| business man priority may be to 
‘the goods, and move them through |have them work through the 
his distribution machinery. While | Smaller War Plants Corporation 
this procedure has the advantage|or an Agriculture Department 
of moving goods quickly, both the | agency. 
Smaller War Plants Corporation| As outlined by a member of the 
and the Justice Department fear|board, veterans, for instance, 


DETROIT WHEN 


It was April 9, 1862. News of the great Battle of 
Shiloh was filtering into Detroit. Crowds were surg- 
ing about the bulletin boards and there was many 
an anxious heart in the throng for hundreds of men 
‘had fallen in that epic struggle. Thomas Edison 
was there. A lad in his teens. He saw the crowds. 
He knew The Free Press would carry the story of 


This was in 1862, but all through the years since 
Detroit’s founding in 1701 by de la mothe Cadillac, 
Detroit has bred a race of men like Thomas Edison 
—has been the rallying point for the finest mechan- 


ical, 


industrial and business brains of the 


Republic. And it has been a glorious task for The 
Free Press to report the history that men like 
Edison, Henry Ford, the Dodges, the Lelands, and 


the Olds helped make. 


the battle and that the people along his “paper 
route” on the Grand Trunk R. R. would be eager 
to read it. 


Obtaining credit for a thousand papers from the 
Free Press editor, and hiring a boy to help him drag 
them to the depot, Edison embarked upon his first 
business venture. His biographer records that every 
copy of The Free Press was sold at 25¢ each before 
he reached the end of his “run” at Port Huron. 
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A DVNANMIC PAPER 


SERVING 


DYNWANIIC DETROIT 


Because The Free Press is an integral part of 
Detroit—America’s eternal frontier, its editorial 
policy is tailored to match a town whose thinking 
is the thought of youth ... unafraid, untiring, 
hearty, honest, hopeful, independent and helpful. 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
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would be given a certificate e,_ 
titling them to priority. T) er. 
tificate would be recognized \,y ; 
Smaller War Plants Corporatio, 
regional office, or an Agric ity», 
field office, which would h:.ve 
chance to look over surplu: 
fore they went up for genera) sq), 
The veteran could then ha 
requirements satisfied befo 
general offering. 


Won’t Upset Markets 
The board is convinced tha 


pluses will not upset consume; 
goods markets. Debunking th, . 
$100,000,000,000 figure, member, Mle | 


estimate that there will 1 be 
more than $5,000,000,000 worth o; 
consumer goods, and that thes 
will move so easily that they w3jj 
offer no threat to business. 

In general, the board expects 
that the public will be 
pointed with the results of the sur- 
plus property sale. More than 
half the inventory will consist of 
planes or artillery of no peacetime 
value. Land and plants wil! re- 
quire many years to clear. 

The board’s report for December 
showed that inventories were over 
a billion dollars, with aircraft ac- 
counting for $704,000,000. Sale 
during December netted 59% of 
the government’s investment 
Treasury Procurement, handling 
consumer goods, made the best 
showing, with 75.4% of assessed 
value. RFC sales netted 47% of / 
cost; Maritime Commission 42% 
and War Food 27.7%. Treasury 
had little trouble with vehicles, 
textiles, leather, apparel, furniture 
and such; less success with med- 
ical supplies, drugs and automotive 
parts. 


Four Accounts to Collier; 


Lannan Joins Agency 


Holder Morrow Collier, Inc., 
Chicago and Miami agency, ha: 
| been appointed to direct advertis- 


| ing for De Luxe Trailways, Chi- 


cago; FitzJohn Coach Company, 


| Muskegon, Mich.; Greenville-Day- 


ton Transportation Company, 
Greenville, O., and Pacific Trail- 
ways, Bend, Ore. 

George S. Lannan, formerly Los 
Angeles representative of R. J 
Potts- Calkins & Holden, has 
joined Collier’s Chicago office as 


|account executive. 


| 


Toin Concan Promotion 
Redfern Hollins, formerly assist- 
ant advertising and sales promo- 
tion manager of Elastic Stop Nut 
Corporation, Newark, N. J., and 


| Alfred J. Comelli, former assistant 


advertising manager of Mathiesor 
Alkali Works, New York, have 
joined the advertising and _ sales 
promotion staff of Continental 
Can Company, New York. 
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WHAT DO y? 


‘TEACHERS T 


| 


7 
THINK 

PK 
Do they think Business is becoming 
too powerful? . Do common 


people have a chance? .. . Wat 
do you think? . 


Not from textbook, alone, come 
the questions put to the sc ool 
teacher each day. Not from ‘ext- 
‘book, alone, can she take her reoly. 


For every facet of today's soccty @ 
is a subject of interest to our YC 


_school kids. | 
duty to direct discussion truth .!ly 


| 


country's 25 million eager, © ett 
And it is the teac rs 
and well. Pv 
Help school teachers get a uve 
picture of American econ ™y: 
Tell them your story in S ate Ng 
Teachers Magazines. 700,000 © "4 


fide subscribers in 42 states. 


Georgia C. Rawson, Manager ub 


STATE TEACHERS MAGAZINES. \°. 
307 N. Michigan Avenue, Chicago i 


An association of 42 state teachers maa 
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rhinese Post-War Planning STARTED WITH A TURTLE 


"i — 

‘d the 

uses bee In very ancient times, the legendary Emperor of China, Fu-Hsi, was worried about the future. His 
ral sale . : 

have his 

fo 

' pire was troubled by floods, revolutions, economic disasters. Seeking for guidance from heaven he noted 


ir- 
Onsume 


“A ow Be peculiar markings on a turtle’s back, and by studying them he evolved, it 1s said, a system of philosophy 


hey will Mich is still used by Chinese today. 


ment 
andling 
1e best 
assessed 
47% of 
nm 42% 
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ehicles, 
irniture 
h med- 
motive 


llier; 
‘'Y 
- Inc., 
Cy, has 
ivertis- 
s, Chi- 
mpany, 
e-Day- 
pany, 

Trail- 


rly Los 
ae 


What With all respect to our Chinese allies, modern American turtles are no more efficient in predicting 


future than tea leaves, crystal balls, or newspaper columnists. The only sound business predictions 


oO 


school HN 
4 our e «now are based upon experience and long-range planning. At CM&H we know, by experience, 


low to make fine engravings. Within limits of available materials and manpower, we are making fine 


State Ng ivings today. When restrictions are lifted, we will make more of the same, faster. This is the simple 


ub ance of our post-war plan: Do what you know, the best you know how. 


—- FOLLINS, MILLER & HUTCHINGS, Chicago Photo Engravers 
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» |nies when war began, have been|leading wholesalers have 
merican entra making strong bids recently to|quested franchise information, 
’ secure distribution set-ups that| with most wholesalers observing 


| will enable them to dominate the | that possibilities in the kitchen 
/market after the war. These are | merchandising business seem enor- 
|Mullins Mfg. Corporation, Warren, | mous. 

'O., which puts out Youngstown The chief reason why Youngs- 
kitchen units, and American Cen- 


Mullins Ready for 


. . town cabinets, first put out in 
K f h { B |tral Mfg. Corporation, Conners- | 1939, had become the largest seller 
| ( en nl oom | ville, Ind., at present the manu-|in the field by 1942, says Mr. 


|facturer of all “jeep” bodies used | Adams, is that Mullins “promoted 

Chicago, Feb. 6.—Despite large | by the armed forces. a unit of sale that the mass mar- 
amounts of publicity given in the| Marshall Adams and William F.| ket could afford, as contrasted to 
past two or three years to a prob-/| Valentin, advertising and_ sales |the complete custom-built kitchen 
able postwar boom in sales of| promotion managers for Mullins| which less than 10% of the home 
home freezers, refrigerators, pene for 0 gig oes respectively, have | owners can buy and pay for.” 
tric dishwashers, and other con-| informe ADVERTISING AGE that 
sumer durable goods, many, if not|since 1942 each company has| Competitors Sell Appliances 
most, wholesalers and_ retailers| taken steps to set up national dis- | He underlined the fact that 
currently believe that the greatest tribution through wholesale dis-| large manufacturers of ranges, re- 
postwar boom of the kind will be | tributors and has met with marked | frigerators and other heavy appli- 
in sales of kitchen cabinets. /success therein. | ances, although they have arranged 

Two manufacturers of this| The American Central distribu-|for national distribution via 


equipment, whose cabinet sales|torship is reported 95% complete; | wholesale organizations, have not | 
exceeded those of other compa-/ Mullins reports that more than 400| created kitchen units within the | 


re-|price range of many home own-| much of their success in o! 


ers. These manufacturers, it is 
said, build the cabinets around the 
idea of the complete kitchen, and 
the cabinets are used primarily 
as a setting that will foster sales 
of the refrigerators and other 
appliances. 

Both American Central and 
Youngstown cabinets are available 
—or will be when facilities are 
obtainable for their production—in 
various sizes, so that they can fit 
into practically any size kitchen. 

“Practically none of the homes 
in existence today have accessible, 
modern facilities for cleaning, 
storage and _ preparation,’ Mr. 
Adams says. ‘We discovered that 
the home owner would buy these 
facilities in terms of his own 
pocketbook, regardless of whether 
or not they completely filled the 
kitchen walls.” 

Both companies have attributed 


i dex i 
w BSL AS r 


Dealer in 


Bettmann Archive 


Every thin 1g 


SPECIALIST IN NOTHING 


This old country store was certainly the antithesis of specialization—the source of 
everything from shovels to shoelaces—the center of casual communicalion—the 
perfect example of generality. d far cry from the specialized, departmentalized retailer 
of today! And a far cry from the specialized merchandising publication which best serves 
that retailer. & Haire Specialized Publications reflect the particularized, highly 
efficient merchandising of their buyer-readers. They offer a direct line of business 
communication between the advertiser of a specific product and his specific markets. @ Each 
of the eleven Haire Publications specializes in one particular market only — covers its 
market directly, thoroughly, exclusively. @ This is the big reason why each Haire 


public 


numbe§ of individual advertisers than any competing paper. 


invariably carries a greater volume of advertising and a greater 


tra! 


RAGS Sos 


Advertising Age, February 


adequate dealership for x ‘6 
to their advertising ca; 
which have been stepped 


5 
since 


their plants were turne oy, 
exclusively to war pro ictio, 
work. 


American Central’s ads. whjq) 
have already switched fror jy 
tutional themes to product rom. 
tion, will appear this y 4, in 
black and white and in fou color: 
in a number of general ma: zine: 
in “shelter” magazines an. farp, 
publications. Magazine in: rtion. 
last year amounted to mx thar 
$50,000. Reprints are avail: Je fo, 
dealer and direct mail use. enty 
thousand broadsides have bee; 
prepared to acquaint deal vith 


postwar market possi) ities: 
50,000 small folders have hee, 
readied for consumer use, ind a 
16-page manual will be mac 
available to consumers. throug} 


dealers. 

American Central also has ; 
plan for a large business paper 
}ad program, plans to run Ws- 
|paper ads every three we ! 
|communities where it has deale 
|and will put out novelties such as 
|match books, playing cards, ete 
It has completed two of ten films 
| which it will use to aid distribu- 
|tors in training dealer salesmer 
| Fifteen thousand window display 
| will be available to dealers wher 
| war ends, Mr. Valentin says. 

The company’s postwar product, 
| he adds, will incorporate change 
'in design worked out in part o1 
|the basis of a consumer surve) 
undertaken in cooperation wit! 
the research bureau of Parents’ 
| Magazine. 

Mullins Using Sales Charts 


Mullins has been engaged in an 
|extensive trade and national mag- 
|}azine campaign also, and plans t 
|continue. This ad campaign, M 
| Adams insists, is largely responsi- 
| ble for the distributors’ and deal- 
ers’ acceptance of the idea that 
the cabinets are most likely 
take hold of the expected large 
demand. 

For Youngstown cabinets in 
1944, Mullins spent more than 
$125,000 for space in American 
Home, Better Homes & Gardens, 
Good Housekeeping, House Beau- 
tiful, Ladies’ Home Journal and 
Parents’ Magazine. 

McClure & Wilder, Warren, 0. 
is agency for Mullins, and Allen, 
Heaton & McDonald, Inc., Cincin- 
nati, handles the American Cen- 
account. 


Talk about Tests... 


What is your idea of a good 
test market? 


Do you want a good cross 
section of American families? 


Do you want a market of ' 
proper size to give you the 

answers that will apply to & \'¥ 
both Metropolitan and !\on- §\ °° 
metropolitan centers? 


Do you want a low encugh 


advertising cost to permit 
running the size schedule ‘hat 
will make it a real test? 


MICHIGAN'S 
UPPER PENINSUL/ 


meets all these requirem: »*S: 
Let's talk it over! 


Phone or write 


SCHEERER & CC 


35 E. Wacker Dr. 441. Lexingtoml 


Vember of the American Asso 


of Newspaper Representatit 
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WAR-POSTWAR 


a la Chicago 


Peni Y 6 At the top, with its wartime production 


record, America’s Greatest War-Indus- 
tries Market tightens its belt and takes a confident glance at Postwar. 
Right now compare Chicago’s postwar outlook with that of any other city 
you know. Strategic Location? Unique in all America: Transcontinental 
Hub of a nation’s traffic, by land, air and water Coast to Coast, Lakes to 
Gulf . . . Center of everything worthwhile to sound Postwar business plan- 
ning. Manpower? No “Imported Manpower Problem” . . . the same 
Chicago homefolks, the same brawn-and-brain power now winning and 
holding wartime leadership, are settled here in the city of their choice 
planning to carry-on, V-Day and after. Transportation? ... “Largest and 
best in the world,” Chicago’s Surface Lines share popularity with Bus, 
Elevated, Suburban and Subway systems. Through this efficient five-unit 


service, more than four hundred leading National and Local advertisers 
carry their messages to Chicago’s famous “Five Million Daily.” (In Chi- 


cago, as in all our cities, official Transit Commission Reports are the 


i . 
\onS oa wh" 
jon: ide as . ‘ , . 
ywil Bee gn ee gelive® authoritative basis for Transportation Circulation.) 
pc aity F \evis! * meroe 
able v he pro” 
4g vos awe efor hs vane PC 
\ e- 
nile yrche ef, onraine® SUGGESTION ... Arrangements may now be made for securing this 
,pectt¥ e prod — color Service for the War-Postwar Volume needs of your product... 
s- 
yure of eo not ah the - i through Chicago Car Advertising Company, exclusive representative 
\ \ 
in gull > PAC “ <hoP yen of Transportation Advertising for all Chicagoland. 
ving : 
yv . 6° 


HIGAGU CAR AUER 


333 NORTH MICHIGAN AVENUE, CHICAGO 


NEW YORK OFFICE 
500 FIFTH AVENUE 


What's in CHICAGO? © 
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Seek Ban on Beer Ads 


A bill seeking a ban on all beer 
advertising in Iowa has been in- 
troduced in the lower house of the 
Iowa legislature by Rep. William 
Smith of Milford. The bill would 
eliminate all visible forms of ad- 
vertising of beer and malt liquors 
including where and from whom 


they could be purchased. 


BETTER, FASTER, and 


at GREATER SAVINGS 
If You Are Planning 


“INDUSTRIAL 
“EDUCATIONAL 
* SALES TRAINING 
* DEALER HELPS 
* OR TITLES .. . call 


HAR. 3395 


WRITE or WIRE for DETAILS 


FILMACK LABORATORIES 


1327 S. Wobash Ave hicago 


We Mak 
¢** motion Pictures 


Census Studies 
Get Going-Over 


from House Group 


But Approval of 
Funds for Some Is 


Likely This Week 


Washington, Feb. 8.— Congres- 
sional resentment over admin- 
istration mishandling of the man- 
power situation loomed today as a 
major hurdle for the Second De- 
ficiencies Bill, expected to emerge 
from the House Appropriations 
Committee next week with recom- 
mendations for a full Census of 
Manufactures, a sample Census 
of Business, and several additional 
consumer income studies. 


Pa, 197-171 


Indicative of the feeling in the 
House toward projects not directly 
connected with the war was the 
vote yesterday, ~ which 


nearly rejected an administration 
request for $6,720,000 to complete 
the 1945 Census of Agriculture, 
already under way by virtue of a 
previous grant of $7,200,000. 

The statistical program, previ- 
ously rejected by a Republican- 
dominated House in the closing 
days of the 78th Congress, was re- 
turned to the hill by the President, 
after Mr. Roosevelt had warned 
that government and business need 
full information in order to plan 
their future operations. Unless the 
programs are authorized now, of- 
ficials say the information cannot 
be available before 1947. 


What It Includes 


Following the lines of the earlier 
proposal, it includes in addition to 
the manufacturing and business 
studies, a sample report on con- 
sumer expenditures and savings 
and another on consumer income. 
The $13,098,000 request also cov- 
ered expansion of the quarterly 
“labor force” report and prepara- 
tions for a sample Census of Pop- 
ulation which will be taken in 
1946. 

The Census of Manufactures has 
been considerably expanded since 
the original plan for a sample was 


drawn. Since the census was to 
be taken in 1946 under existing 
law, it was decided to make a full 
Census of Manufactures in 1946, 
for the year 1945. Census officials 
explain that very little manpower 
will be needed for the project this 
year. 


Sample Business Census 


The President recommended 
only a sample Census of Business, 
to cost $1,200,000. Asked to ex- 
plain why only a sample had been 
asked, the Budget Bureau told 
several Congressmen that “Dollar 
for dollar, the results obtainable 
from a full census are not ten 
times as good as a sample, 
although they cost ten times as 
much.” Here again there is refer- 
ence to manpower, although the 
census won’t be taken until 1946. 

Budget Bureau officials say that 
the sample census will cover sales, 
inventories, employment and pay- 
rolls in the wholesale, retail and 
service fields, for the 20,000 largest 
outlets; at least two-thirds of the 
next 150,000 and 3% of the re- 
mainder. Results will be tabulated 
nationally, regionally and for cities 
of 100,000. 


Debate on the additional ap- 


How long does it take 


Seventy-four per cent of the families in Portland, Oregon, have lived here 


over 3 


years. 


These pre-Pearl Harbor residents are permanent citizens 
I if 


of Portland and mighty desirable customers. 


get the “low-down” 


new, first-hand, 


Special investigators of R. | 


direct. 


You can 


on almost every phase of their 
family life from the Oregon Journal 


facts that are 


. Polk & Co.’s research 


staff personally visited every twentieth home in Portland, 
secured this information straight from the homemakers 


of Portland themselves. 


This census of Portland consumers is the inside story 


of the buying habits of Portland families. 
hundreds of thousands of exciting facts about 
Portland Market .. . 


families . . 


ences .. 


. their buying habits . . 


It contains 
the 
vital statistics about Portland 
. their brand prefer- 


. their postwar plans! It was made expressly for 


and is available exclusively through the Oregon Journal.* 


This study of the Portland Consumer Market is a 
yardstick by which you can better plan your advertis- 
ing, merchandising and sales efforts in Portland, Oregon. 
You can Know in advance the potentials of this market 
for your type of product. 


And, with the Oregon Journal as your advertising med- 


ium, you get intensive coverage in this important area. 


*A note on your busines 


s letterhead to the advertising director of 
The Journal, or Reynolds Fitz 


gerald, Inc. 


, will bring you informa- 


tion you desire about the Portland, Oregon Market 


Their established buying habits are important to you. 


equipment—it is people—reporters, 
carriers engaged in bringing 


carry out those ideas.. 


No one person makes The Journal a 


WHAT MAKES A NEWSPAPER? 


So much more than paper or ink, presses, wire services, or 
linotype machines! A newspaper like The Journal is more than 


engravers, compositors, stereotypers, 
“their” 
today! It is men and women with ideas working together to 
-working together to create a good 
newspaper, and each benefiting by the better return a good 
product brings. It is the American way of life in action! 


enthusiastic teamwork that makes it Portland's favorite news- 
paper, today, as it has been for years. 


em JOURNA 


PORTLAND, OREGON 


Afternoon and Sunday 
Member: Metropolitan and 
Pacific Parade Groups 
Represented by 
REYNOLDS-FITZGERALD, Inc. 


New York, Chicago, Detroit 
San Francisco, Los Angeles 


editors, photographers, 
pressmen, circulators, 


readers today’s news 


good newspaper.. .it is 


Advertising Age, February | 


propriation for the Census A 
culture was bitter, with | 
cans lining up solidly agaist +, 


measure as_ wasteful. Vera 
spokesmen insisted that the info. 
mation was all available at th, 
Agriculture Department a) j th»: 
farmers should not be both reg as 
this time with complicated for. 


Farm Papers Actiy 


Rep. Clarence Cannon, ch. irma, 
of the appropriations com nittes 
introduced into the debate letto,: 
from the nation’s leadin: fary 
publications approving the © ongys 
Typical were the comme:ts a 
Philip Zach, director of adve :tisin 
for Capper Publications wh, 
pointed out: “Never in our experi. 
ence have we found the interde. 
pendence of agriculture and ip. 
dustry so much in the conscious. 
ness of all those who are respop- 
sible for management and policie: 
in American business.” 

The Second Deficiencies Bjj 
provides for the following: 

For a full Census of Manufac- 
tures, $5,595,000; sample Census of 
Business, $1,200,000; consumer ex- 
penditure and savings study, $2.- 
091,000; consumer income study, 
$3, 222, 000; preliminary work on a 
sample Census of Population to be 
made in 1946, $290,000; expansion 
of the quarterly labor force report, 


$700,000. 


Bassler Loses Son 


George B. Bassler Jr., son of 
George B. Bassler, Chicago repre- 
sentative of Pathfinder, died Feb 
6 in an Army hospital in Denver 
of aplastic anemia. He was 20 
years old and had spent two years 
in the Army air forces. Mr. and 
Mrs. Bassler were at his side 
They have another son, William 
also serving in the Army air 
forces. 


Garden Paper Appoints 


Gardeners’ Chronicle of Amer- 
ica, New York, has appointed 
Lawrence Mitchell of Boston, as 
New England advertising manager 


a et NN 
50°o UNCOVERED 
WOULD EMBARRASS 
ANY SPACE BUYER 


... Especially if your sele ‘ti 
of media left uncovered a 03! 
50%* of one of the le 
markets in the U.S. The = « 
($348,870,000.00 Retail { les 
1940 U. S. Census). The 2% 
tional chains A & P and «ale 
way (manufacturers p 9 
note!), know they can't | 
this important market u °°’ 
ered, for though they ma, 
1 to 8 N. Y. dailies, they «!s° 
use the paper that sells iy ‘he 
home —The Home News 
cause it is 90% home deliv ad. 
* Established by projection of N 
afternoon paper circulation 
on pattern of morning paper 


lation and includes papers )! 
in from other boroughs. 


BRONX HOME NEY 
Bronx 55, New York - 
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A NATIONAL SHOW 


for your product 


°37,200 A YEAR 


complete 


N. it's not something done with mirrors. 
Neither is it one of those post-war miracles made 


out of soybeans. 


Here is a national show for your product for 
$37,200 a year, complete. We'll repeat that for 
you: $37,200. Not $370,000 or $670,000. 


The audience? 1,500,000 families, minimum — 
that’s better than a 5.0 rating. And mind you, these 
are not miscellaneous families, but a distinctive, 
intelligent audience — the audience of people who 


enjoy reading. 


True, they listen to radio, and they look through 
other magazines. But because good reading is their 


great pleasure Redbook magazine is Number One 


ZW 


F\ 


on their hit parade. To get this show they pay 25¢ 
admission; they turn to each issue many times — 


give it three and a quarter hours a month. 


Just think how your product can dominate this 
audience with a full page in every issue — 12 full 
pages a year. That’s what you get for $37,200. 


Should you neglect such an opportunity? Espe- 
cially when you stop to think that it is advertising 
like this that built most great advertisers of today! 


f 7 y 


While Redbook is now over-sold, we'd like to 
send you “The Rating You Can Expect in Redbook.” 
Write Redbook, 230 Park Avenue, New York 17, 
New York. 


A 20.0 Rating, Coast-to-Coast. 


Six million families — 1 out of every 5 — read Redbook, Cos- 


’ mopolitan and American, THE MONTHLY GROUP — with less 


than 15°; duplication. A national rating of 20 points! In all 
I 


advertising there is no national opportunity equal to it — 


at anything like the price of $160,000 for 12 full pages. 
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Quaker Oats to 


Run $5,000 War 
Stamp Contest 


Chicago, Feb. 7.— With 1,000 
prizes of $5 each in war stamps as 
the lure, Quaker Oats Company 
will run full-color ads in Sunday 
newspaper comic sections through- 
out the country Feb. 25 promoting 
a “Terry and the Pirates” jingle 
contest. 

The prizes are offered to win- 
ners who write the best last lines 
for the jingle: “The Japs are 
scared of Terry Lee, Tune in his 
program and you'll see, it comes at 
5 o’clock each day—” A reminder 
line in the copy says “Tune in 
Terry and the Pirates,” Blue Net- 
work program broadcast at 5 p. m. 
from coast to coast Monday 
through Friday. Entries must be 
accompanied by the box top from 
a package of Quaker Puffed Wheat 
or Rice Sparkies. All contestants 
—whether war stamp winners or 
not—are to get a picture postcard 
of Terry and his pals. 

“Here’s a wonderfully easy offer 
made to win new friends for those 
delicious breakfast grains ‘Shot 
from guns,’” copy says. Write the 
last line, mail in the coupon 
with a boxtop and get “fresh new 
war stamps” to fill out a book “or 
to start a new one to help ‘Finish 
the Job’ for Uncle Sam!” 

Sherman & Marquette handles 
the comic section advertising, with 
Ruthrauff & Ryan in charge of the 
network show. 


Airs Lincoln Program 


Sponsored by the Rudolph Wur- 
litzer Company, Chicago, ‘Abe 
Lincoln’s Story” will be broadcast 
over the Mutual Broadcasting Sys- 
tem as a special Lincoln’s birthday 


commemoration, Feb. 12, 9:30 
p. m., EWT. The program will 
originate in Chicago, produced 


by Alan M. Fishburn, radio direc- 
tor of Schwimmer & Scott, agency 
for the musical instrument com- 
pany. 


of Oklahoma's 
land area has 


AE% 


of the State's 
Retail Sales 
@ 


This Area, which is 
Oklahoma's 


No. 1 MARKET 


plus bonus counties in 
Missouri, Arkansas and 
Kansas 
° 


is 
'BLANKETED 
only by 
KVOO 


Heads Caterpillar Sales 


Gail Spain, general manager of 
the San Leandro, Cal., plant of 
Caterpillar Tractor Company, has 
been appointed director of sales 
and advertising at Peoria, Ill. He 
will be succeeded at’*San Leandro 
by H. O. Bates Jr. 


To Aitkin-Kynett 

Basca Mfg. Company, Indian- 
apolis, manufacturer of mufflers, 
has appointed Aitkin-Kynett Com- 
pany, Philadelphia, to handle its 
advertising. 


Oil-O-Matic 
Ads Up-ended 


in Larger Drive 


Bloomington, Ill., Feb. 6.—A 
six-fold increase in ad impressions 
in its 1945 campaign for oil burn- 
ers and water heaters has been 
announced to the trade by Wil- 
liams Oil-O- Matic Heating Cor- 
poration. Nineteen magazines— 
ten reaching consumers and nine 
reaching fuel oil jobbers, plumb- 


- 


Advertising Age, February 12 


ers, architects, etc.—will be used. 

The company has sent out a 
two-color broadside pointing out 
that not only will the campaign be 
larger but it will also include 
‘new type” ads. In the consumer 
series, these ads will be one full 
column, reverse, poster type 
with the copy running up and 
down instead of across the page 
to “intrigue you to swing the page 
to read it.” 


To Use 19 Publications 


On the consumer list are The 
American Weekly, American 


Home, Better Homes & G, 
Christian Science Monitor 
zine, Collier’s, House Be 
House & Garden, Liberty. 
finder and Small Homes 
Business papers include An 
Artisan, Architectural Fory 
nance, Fueloil & Oil Heat, |} 
ing & Heating Business, 
Metal Worker, Domestic 
neering, Snips and Plumt 
Heating Journal. 

Stewart, Hanford & Casle 


Rochester, N. Y., was recen: 


pointed to handle the Oil-O 
account. 
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Ea:! St. Louis, Ill., Feb. 8.—Wath 


od will for the entire aviation 
ndus‘ry a not inconsiderable by- 
proG t, 


Parks Air College will 


row open its collegiate doors 


ext month to ad managers and 


men interested in taking 
day course in aviation. 


“The admen’s orientation course, 
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Air School Offers 
Short Course in 
Aviation to Admen 


with actual flight training entirely 
elective, is one of a series this 
aeronautical engineering school 
has offered to employes of compa- 
nies throughout the country. A 
similar course for national maga- 
zine writers, held last December, 
attracted 32 representatives of 
Country Gentleman, House Beau- 
tiful, Ladies’ Home Journal, Life, 
The Saturday Evening Post and 
Woman’s Home Companion. 

The college president, Oliver L. 
Parks, in a blanket invitation to 
any organization desiring to send 
enrollees, said that “if aviation de- 


velops along sound lines and to the 
extent to which it is potentially 
capable,” American industry will 
find it a field for greatly expanded 
usefulness and service postwar. He 
said few have a working knowl- 
edge of aviation—not the technical 
side, but airport and airpark plan- 
ning and management, trunk air- 
line operations, local service air- 
line operations, and “human engi- 
neering in making the public con- 
scious of aviation.” He foresees a 
rapid upsweep of private aviation 
after the war. 


Companies are asked to pay 


$37.50 per man for the week’s 
course, plus $10 an hour for flight 
instruction if “elected.” Admen 
interested in the course starting 
March 5 are asked to contact Parks 
direct. 


LeGear Appointed 


Dr. D. H. LeGear of the L. D. 
LeGear Medicine Company, St. 
Louis, manufacturer of prescrip- 
tions for livestock, poultry and 
dogs, has been appointed director 
of advertising and sales, 


for the South’s fast growing 
PULP ANID PAAR UN DUSTRY 


Today, the South is producing more than 
one-half of the nation’s total wood pulp 


and intelligent workers . . 
and working conditions . 


. ideal living 
.. these are a 


and more than one-fourth of its total 
paper output. The South is leading all 
other sections in pulp and paper produc- 
tion. Continued growth is assured—since 
timber supplies are guaranteed for years 
to come because of the nature of south- 
ern wood growth and scientific farming 
of cut-over areas. 

The pulp and paper industry discov- 
ered—like many other industries—that the 
South offers countless advantages for 
successful, profitable plant operation. 
Year-round working climate . . . constant 
supplies of raw materials from the 


ample power 
efficient 


South’s varied stores . 
and transportation facilities . . . 


ree 
ere Frere 


TTTe 


few of the reasons why Southern facto- 
ries show lower operating costs and why 
more industries are building and plan- 
ning Southern plants. 

Many types of industries are moving 
south—decentralizing and prospering. 
They are creating new and larger 
markets . . . calling for more and more 
products and materials for their own 
consumption and for the consumption of 
their workers. 

Be sure that the South is included in 
your marketing plans. You'll find the 
Smith publications a strong sales aid-in 
five of the South’s greatest markets. 


rr . 
Pree ¢ C err 


COTTON Serving the Textile Industries 


ELECTRICAL SOUTH 


W.R.C. SMITH PUBLICATIONS 


Covering Five of the South’s Greatest Markets 


SOUTHERN HARDWARE 


Atlanta 3, Georgia 


SOUTHERN POWER AND INDUSTRY 


SOUTHERN AUTOMOTIVE JOURNAL 
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MEET THE MAN WHO BUYS 
THE EQUIPMENT TO FE 
M0 MILLION PEOPLE AD 


sn | 


Do You Want to Start Selling Him 
NOW, as 200 Other Manufactur- 
ers Are Doing? Here’s the Way: 


= man with his back to the camera is 
just about the busiest man in America. 
But he’s not too busy to look your way. 


In fact, he’s got to look at what you make 
and sell, in order to stay in business. 


But in these fast-moving times, you have 
to make him look, in order to get his atten- 
tion and his business. 


He’s America’s hard-pressed, overworked 
restaurant operator—much of his equip- 
ment wornout by the unprecedented de- 


mands of wartime travel. 


Very soon—as soon as Washington will 
let him—he must buy 114 billion dollars 
worth of goods, products and services 
just to replace his wornout equipment and 
for modernization. And in some cases, 
lifting of wartime restrictions enable him 
to buy right now. 


But this man, no matter how much he 
needs what you make, cannot buy it 
unless you tell him about it. 


You won't reach him through your na- 
tional advertising. He has little time to 
read. But he does read the business maga- 
zine in which he usually finds his profit- 
making information and ideas for present 
as well as postwar operation—Restaurant 
Management. 


Already, 200 other manufacturers are ad- 
vertising to him, through Restaurant Man- 
agement’s advertising pages. They are 
building valuable postwar franchises in 
the huge $1,250,000,000 restaurant mar- 
ket. Some of them are taking postwar 
orders now—and their competition may 
be on the outside looking in. 


RESTAURANT 
MENT is an 
business publication. 
of the 
Business Papers and its cir- 


MANAGE- 
outstanding 
It is a 
member Associated 
culation, which happens to be 
the largest in its field, is of 
course A.B.C. 


Ahrens Publications 


RESTAURANT MANAGEMENT 
HOTEL MANAGEMENT HOTEL WORLD-REVIEW 
71 Vanderbilt Avenue, New York 17, N.Y 
333 N. Michigan Avenue, Chicago 1, Ill. 


Representatives: Blanchard-Nict Os- 
born, 805 C & S National B I 
Atlanta 3, Ga Blanchard-N 100 
Bush St., San Fran i, Ca Blar 
chard-Nichols, 448 South Hi t La 


Angeles 13, Calif. 
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Kitchens on Video 


American Central Mfg. Com- 
pany, Connersville, Ind., is pro- 
moting its kitchen equipment with 
a weekly telecast on WABD, Du- 
Mont television station in New 
York, and from the program, the 
company plans to make a motion 
picture for use in sales promotion 
throughout the country. The show, 
titled “The Queen Was in the 
Kitchen,” is produced by Gerald 
O. Kaye, advertising merchandis- 


THE DAILY BUSINESS NEWSPAPER OF THE 
NATION’S GREATEST INDUSTRIAL AREA 


| ing manager for Bruno-New York, | 


distributor, and instructor in tele- 
vision at the College of the City 
of New York. 


‘Roger Mills Heads 


N. Y. Representatives 

Roger Mills of Woman’s Home 
Companion has been elected presi- 
dent of New York State Magazine 
Representatives Club, to succeed 
Paul Elrod, Parents’ Magazine. 
Dayton Crowell of Collier’s was 
named secretary-treasurer. 

At recent meetings with adver- 
tisers and agencies in Buffalo and 
Rochester, it was pointed out that 
the magazines represented by the 
group have combined circulation 
of 70,000,000 and that in 1944 they 
carried $14,000,000 of advertising 
from advertisers of New York 
state. 


To Affiliated Retailers 


Frederic J. Trump, formerly 
vice-president in charge of sales 
and advertising, of G. Barr & Co., 
Chicago, has been appointed di- 
vision manager of the drug and 
cosmetic division of Affiliated Re- 
tailers, New York. 


Utility Ad Drive 
Sells Cleveland 
as Ace Location 


Cleveland, Feb. 6.—In a unique 
“one-man campaign” to sell its 
territory as “The Best Location in 
the World,” the Cleveland Electric 
Illuminating Company, through 
D’Arcy Advertising Company, is 
running a series of ads in the 
Chicago Journal of Commerce, 
Iron Age, Metal Progress, Metals 
Review, New York Journal of 
Commerce, Steel and Wall Street 
Journal. Brochures have been 
issued pointing out the specific 
advantages of this area to chemi- 
cal and metal industries. 

One of the advertisements cur- 
rently running in the Chicago 
Journal of Commerce, New York 
Journal of Commerce and Wall 
Street Journal exemplifies the 
type of copy and treatment used 
throughout the series. Body copy 
says, “Here in northeast Ohio you 
have the best location in the na- 
tion for industries to expand, or 
build new plants. This area is 


Advertising Age, February 12 ;9 


unique in all America for—cen- 
tral location in respect to major 
markets; superlative transporta- | 
tion by land, water and_ air; 
natural resources; unlimited fresh | 
water supply; wealth of manpower | 
with ‘know-how’; many basic ma- | 
terials right at hand; diversified | 
industries to supply and to be sup- | 
plied; many desirable plants and | 
plant sites.” | 

In addition to all these com-| 
petitive advantages, the Illumi-| 
nating Company “supplies electric 
power at rates among the lowest 
in the nation,’ copy adds. The 
illustration by Frederic Mizen for 
this ad shows two business men 
seated before a map which por- 
trays the centralized position of 
Cleveland, with air miles logged 
from Cleveland to Chicago, To- 
ronto, Boston, etc. A box describes 
a new brochure for the metal in- 
dustries which the company will 
supply on request. 


GEORGIA POWER PRINTS 
BETTER TOWNS BOOKLET 


Atlanta, Feb. 7—Georgia Power 
Company, which last August 
launched a Georgia Better Home 
Towns program aiming at im- 


‘Ruth Welles indorses it,” is a convinc- 
ing stamp of approval to thousands of her 


loyal feminine followers .. proof positive 
that the product recommended is well worth 
their investigation, and their buying. 


Nearly five years of consistent and con- 


250% 


“The Best’ Location *~* 


in the Nation...” 


SELLS ITS AREA—In this ad, one of a 
series running in financial papers, Clove. 
land Electric Illuminating Co. points out 
the advantages of northeastern Ohio for 
expansion or construction of new plants, 


provement of tourist trade, em- 
ployment and other opportunities 
through local committee action 
(AA, Sept. 4), has distributed a 
new 44-page booklet advising 
committees how to organize by 
sub-committees, analyze commun- 
ity resources, and prepare for ac- 
tion through sub-committees. 

It suggests formation, among 
others, of an advertising and pub- 
licity sub-committee, which shall 
keep newspapers and radio sta- 
tions up to date on committe 
progress, and prepare maps, 
pamphlets and other material for 
tourists, home seekers and busi- 
ness prospects. 


Lists War Agencies 


. iS oe 


~~ 


spicuous success lie behind 
Ruth Welles’ “Home Forum” 
.. heard daily on KYW, 9:30 
to 10:00 A.M.,Monday through 
Friday. This is a fruitful half- 
hour devoted to the perplexities which be- 
set, and the interests which intrigue, woman- 
kind in KYW’s vast, Philadelphia-centered, 
50,000-watt primary. 


Chicago Association of Com- 
merce has issued the fifth edition 
of its “United States War Organ- 
ization Offices in Chicago,”’’ listing 
personnel, location and duties of 
54 war-created agencies in the 
| city. 


“The sweetest 


DUM Pp story 


| ever told ee . 


Fruitful to the rapt, responsive radio- 
audience, attentive to a sincere, 
sympathetic, and intelligent dis- 
cussion of their problems . . as 
voluminous mail attests. Fruit- 
ful to the sponsors, whose selling- 
messages are so deftly interwoven 


D. O. JENNINGS’, Plant 
Engineer, Container Corp 
of America, Chicage 


into the pattern of the program > Doge 
.—- 


as evidenced by routine re- 


newals. 
“My idea of the sweetest pump story 4 
Most of these sponsors .. such as Fanny 


Farmer,Abbotts Dairies,and Duff's 
Cake Mixes .. are 
veterans on this high- 
ly productive partic- 


| manufacturer can tell is one that ow '/ines 
an everyday plant operating or mint 
nance problem—then explains ho» his 
pump can help solve it. 


“Right now, for example, I'd | ¢ 
know: 1. How to make a hig) ‘ea¢ 
low hp. pump handle paper mil! hit 
2. What is considered th 
bearing material for a small high pee 
white water pump; 3. How to wo © 0! 
a condensate return arrangemer (ha! 


ipation. Sponsor- 
‘ . % ‘ ‘ water; 
ships, limited to eight in 
are 


each program, 


normally solidly sold. However, ' ' ne 
‘ ; eyes won't require tempering by inj: "0% 
for such availabilities as may oc- 4: Mien cienietioneekaintity'en 
packing and other pump equipme !!! 
be available.” 


cur from time to time, we suggest that you 
keep in touch with NBC Spot Sales. 


*Mr. Jennings is one of the 14 
consequential engineers and ue 
tives who get their operating 
buying data from 


POWER PLAN 
ENGINEERIN 


apc + ABP 


WESTINGHOUSE RADIO STATIONS Inc | 


KYW 


KDKA «+ WOWO + WBZ «+ WBZA + KEX ~* 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


BLVD. 


KSON 
w. JAC LL. 


CHICAGO 4, 


LPH 


RATS 
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action bd - » 
bated is your export Aeronautical Markei 
vising ane 
nize by 
IMmMun- 
for ac- 
es. . . . . 
Bes Latin America is more than two-and-one-half times as large as 
ub- 
ep shall the United States. It has a population of 132,482,219. 
O Sta- 
nmittee 
7 a Vast distances, scattered population and construction difficulties 
a busi- have proven that railroad and highway networks — such as those of 
the United States — are impractical and uneconomic. 
Com- * 
edition 
Organ- . ‘ r . 
listing That is why Latin America — as a whole —has not kept pace with 
ities of ° ° ° 
in. the other countries in the development of surface transportation. 
That is why — now that the airplane is there —it does not need to, 
That is why there are 74 airlines now operating in Latin America. 
st That is why these airlines carry more passengers per population, and 
, more freight — irrespective of population — than any other 
ry airlines in the world. 
95 
” That is why aviation is growing faster in Latin America than any- 
where else. 
« 
ati That is why Latin America is your export aeronautical market. 
iner p 
cago 
Let us help you solve your Latin American export sales problems. 
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Red Cross ‘Shares’ 
Feature Philly's 
War Fund Effort 


Philadelphia, Feb. 8.—This city, 
which has failed to meet its quota 


art director with N. W. Ayer & 
|Son here and with Young & Rubi- 
'cam in New York, and for the 
|past several years with Philco 
|Corporation. Philadelphians 
|be asked to contribute $5 to the 
{drive for each share purchased. 
Certificates are printed in con-| 
ventional stock form, providing | 


will | 


raised from $1 to a $5 minimum. 
The Philadelphia Evening Bulletin 
is supplying suitable postcards 
which may be mailed to service- 
men by donors. 


Asks $20 for Four Shares 


Inside page of the folded cer- 
tificate provides 12 “dividends,” 


in the last three drives, will be|space for the names of contribu-|with the suggestion: “Share Red 


asked to make a record response 
to the 1945 Red Cross War Fund 
campaign by buying plenty of 
“Share Red Cross” certificates. 
The certificate plan was devel- 
oped by Arthur W. Munn, former 


|tor, solicitor and person to whom 
{the contribution is dedicated— 
friends or relatives in the armed 
|services. Southeastern Pennsyl- 
|vania’s goal is 1,500,000 shares, 
| with the usual unit of giving 


Cross ... and Share These Divi- 
dends.” It costs $20 a year, or 
four shares, to provide Red Cross 
services to each member of our 
armed forces, the campaign points 
out. 


There’s only one way 
fo cover Tacoma-- 


No. 2 of 


a series 


* 


Pierce County. 


THE TACOMA 
NEWS TRIBUNE'S 
COVERAGE IS 


In Washington's 
2nd Market only 
one paper does 
the job. See how daily 
newspapers rank in their 
coverage of Tacoma- 


WESTERN terminal shops 


Northern. Motor freight service is furnished 


ing center for busy Southwest Washington. 
yy v¢ x Just one more reason why Tacoma- 
Pierce County is Washington’s Second Mar- 


ket—a “must buy” 
Oo schedule! 
Second Tacoma ° 
Paper's Coverage 47 
Seattle Morning ° 
Paper's Coverage 8 To 
Seattle Ist Evening 4 % 


Paper's Coverage 


ities of the Northern Pacific and the Chicago, 
Milwaukee, St. Paul and Pacific railroads are 
located in Tacoma. Two other railroads also 
serve the city—Union Pacific and Great 


by 53 lines, passenger bus service by 11. In 
peace-time, over 40 steamship lines make 
Tacoma a regular port of call + + + All this 
means that Tacoma is the natural distribut- 


on every newspaper 


wh harKeT, 


and marine facil- 


tions may result eventu 
passage of the White-Whec 
to forbid all advertising in oy... 
casts. 
KSD’s policy on newscas' 
sorship and middle comn Agee 
conforms to the Post-D) pqj) 
position. Several other 
have adopted the same po! 


‘Newscast ‘Plugs’ 


Furor Kicked Up 
by ‘Post-Dispatch’ 


St. Louis, Feb. 6—The St. Louwis 
Post-Dispatch, owner of Station 
KSD, yesterday devoted most of 
its editorial page to lambasting 
objectionable sponsorship of news- 
casts and middle news plugs, again 
| putting forth its suggestion, made 
18 days ago, that the networks 
lead in eliminating “bad taste” as- 
}sociated with newscast commer- 
| cials. 

The editorial says its original 
| Suggestion has been reported na- 
‘tionally and has been endorsed 
| widely by advertisers and agen- 
|cies, by radio news analysts, and 
others, but “the big networks, 
however, remain silent.” 

It points out that listeners, in 
letters printed on the page, have 
expressed emphatic distaste for 
radio’s “regurgitation of body 
\odors, bad breath and_ kidney 
' troubles,” and warns that public 
indignation at newscast interrup- 


Wettstein on Coast 
Robert Payne Wettstein 
merly secretary and direc 
Keeney Publishing Compan, 
cago, and recently discharg: 
lowing more than two ye 
Navy service, has become ; 
lishers’ representative 1 he 
West Coast, operating from | fice: 
in Los Angeles and San Fran ise 
He will specialize in the buildings 
field. 


To Wildrick & Miller 

Standard Brands, New ork. 
has appointed Wildrick & Mille) 
Inc., New York, as advertising ang 
marketing counselor for its }y]) 
pharmaceutical division. Trade 
publications and direct mail 1 
food and pharmaceutical eld 
will be used. 


“He won't let anything take his 


mind off the lead editorial* in 


- Covering Washington's Second Market — 


The Buffalo Evening News.” 
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. ews e ao | people don't think so A quarter of a million 
| a Dl | western New YO" somilies took to The aa — 
Evening News for accurate reporting and inter- 
pretations of local, national, and world news 
events. Experts say the News !5 one of America's 
best balanced newspope’®> Besides the news of 
\ the doy: the News has many of the most populor 
columnists and features -** over 50 daily- \f 
: youre selling anything in ew 
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a regder attention and makes the News ° great 
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Nitti 4g — 


This cheery, if belated, Yule scene symbol- —_ But she’s old enough to have learned her 
izes the women who make up the two halves — trade of homemaker a long time ago. Now 
of your market! she’s complacent about products. She thinks 


” -— — ' she knows all about yours. Still it’s smart to 
There’s Sally Smith, devotee of screen and : - 

4 advertise to her to hold her brand loyalty. 
romance magazines. If she buys Dell Modern leat 


Magazines, she’s 26. Her median income is But please avoid the error of believing your 

| $2,710. She’s a young housewife—working market begins and ends with service magazine 

Pp —_ hard at learning her trade of homemaker. buyers. Remember—and advertise to—the 

vodern Screen Sally’s curious about products. She wants to ‘“‘Forgotten 50%” of many a manufacturer’s 

ye learn more about yours. She'll read your ad- market, the Sally Smiths of the nation. Espe- 

vertising—and act upon it—if you put it in — cially the 2,676,000 Sally Smiths who buy 
her favorite magazines. Dell Modern Magazines every month! 


And there’s Mrs. W. Q. Snapturtle, an 
average buyer of service magazines. Her me- PpRLI PUBLISHING COMPAN Y, INC. 
dian income is $2,990. Her median age ans World’s Largest Publisher of Mass Magazines and Books 
shh! That’s a service-magazine secret! 149 Madison Avenue, New York 16, N. Y. 


MODERN SCREEN e MODERN ROMANCES e SCREEN ROMANCES 


THE ONLY WOMEN'S GROUP WITH 2 MAGAZINES OF OVER 1,000,000 COPIES EACH! 
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Adclub Donates $2,000 
to Off-the-Street Club 


Checks totaling $2,154.29—pro- 
ceeds of the annual Christmas 
party of the Chicago Federated 
Advertising Club have been 
turned over to Chicago’s Off-the- 
Street Club for under-privileged 
children by adclub_ treasurer 
Chester L. Price. The party was 
under the chairmanship of Dave 
Zipprodt of Zipprodt, Inc., litho- 
grapher. 


WE BACK ISSUES 


Complete coverage of current 
and back issues of business pa- 
pers and magazines for editorial 
and advertising material. 

Booklet No. 20, “How Business Uses 
Clippings” outlines how manutfactur- 


ers and advertising agencies use our 
service. 


BACON’S CLIPPING BUREAU 
BUSINESS 4 FARM GENERAL 
PAPERS J PAPERS WK MAGAZINES 


221 N. LASALLE ST., CHICAGO 1, ILL. 


90% of Greyhound 
Ads Plug Bond, 
Other War Themes 


Few Insertions 
on Postwar Bus; 


3,000 Papers Used 


Cleveland, Feb. 6.—Greyhound 
Lines, 90% of whose advertising 
last year was devoted to promot- 
ing various war drives and to co- 
operation with ODT in discour- 
aging non-essential travel, has de- 
cided to continue plugging those 
themes this year, at least while 
war conditions remain substan- 
tially as they are. 

The 18 Greyhound operating 
companies, and their agency, 
Beaumont & Hohman, Inc., are 
satisfied that such themes can con- 
tribute as much to the war effort 
in ’45 as they did in the past, and 


that the pulling power of the 
ads has been unusually high for 
travel advertising. 

The 18 companies will use eight 
groups of magazines this year and 
about 3,000 newspapers. The 
magazine campaign, the expense 
of which is borne on a pro rata 
basis, will include some _ black- 
and-white but mostly four-color 
ads in 11 general magazines; three 
| farm publications; four magazines 
|reaching teachers; in the South 
American editions of Reader’s Di- 
gest and Time; in Young America; 
in five veterans’ and servicemen’s 
publications; three magazines 
reaching the highway travel trade, 
and three reaching the newspaper 
trade. 

The newspaper advertising ac- 
counts for the greater proportion 
of the aggregate promotional bud- 
get. 


Use ‘Companion’ Treatment 


to care for our 


Both national and regional ads 
will continue the “Serve America 
Now—See America Later” theme 
plugged by Greyhound Lines 
since shortly after Pearl Harbor. 


NURSES WANTED 


GREYHOUND eos 


advertising Age, Fe 


ruary 


Apne eee 


California 
Women! 


“The U.S. Army Medical 
Department urgently 
needs you now” 


oe 


SERVING THE MATION WITH DEPENDABLE TRANSPORTATION 


PUBLIC SERVICE—Greyhound lays emphasis on the home front in 1945 


advertising, with newspaper copy localized to meet community needs. 


Copy and illustrations will con- 


with like 


tinue the “companion” treatment, 


postwar 
in which war tasks are compared presentation which has been found 


pursuits—a 


1940 was 20 years ago 


-: 


research has reconfirmed. 


tifie 


s science measures peacetime achieve- 


ment, 1940 was a generation ago...so fast has war 
production whirled the wheels of progress. This 


is the by-product of industry’s marching to war. 


Behind the smoke of battles and the fog of cen- 
sorship, the story of science’s wartime advances is 
When it ean all be told, 


will be a tale even more fascinating than the epic 


beginning to unfold. 


of industry’s great conversion for war. 


But before tomorrow's miracles of new prod- 
ucts, new jobs and new profits become reality, 
two great steps must be taken: 


People must be given a new understanding of 


industry's problems...of what industry has to do 


before its bright new products can reach the deal- 


er’s shelves. And once people understand...and 


give industry the time and means to perfect its 
reconversion,..people must be sold before their 


billions of savings are converted into buying. 


Luckily for the future, advertising, too, has been 


taking seven-league strides ahead. In three war 


years. business has discovered anew...and scien- 


.the power of 


advertising to command attention, 


newspaper 


create understanding and move people to action, 


In newspaper advertising that has told of in- 
dustry’s production-for-war, new heights of reader 
interest and response have been reached. In news- 
paper advertising backing war projects, industry 
has won sympathetic understanding and produced 
positive action on a scale never before thought 
possible. In newspaper advertising, too, industry 
has rediscovered the most direct route to sales. 


* * * 


To build for tomorrow, industry needs newspaper 
advertising as never before. To make people under- 
stand its problems, industry needs the one medium 
that delivers its message with the force and inti- 
macy of one neighbor talking with another. To 
make people buy tomorrow's products, industry 
needs the one medium to which 


people everywhere look every 


vetia! se, 


day for news of what they 


can buy...and where. 


to result in high readership by 
both men and women. 

An occasional ad will touch 
upon the postwar Greyhound 
Compartment Super Coach, as 
well as improved terminal facilij- 
ties, but most will be devoted to 
such subjects as war bond pur- 
chases, the shortage of nurses in 
the armed forces, the blood donor 


| mance 


campaign, and travel congestion. 
To Stress Sightseeing Later 


Postwar Greyhound advertising, 
it is said, will emphasize the ro- 
of travel, sightseeing ad- 
vantages, and lower fares, themes 
used for about 10 years prior t 
the war. Postwar, these ads will 
possibly popularize various high- 
ways. 

Besides the newspaper and mag- 
azine ads, radio spots are being 
used in most regions, from tran- 


| scriptions supplied by the agency. 


In current scholastic magazines, 


TILL 
THEN 


The Times-Herald, 
with a far greater 
circulation than any 
competitive news- 
paper, will continue 
to be the soundest 
advertising invest- 
ment in Washington 
till someone finds a 
better way to sell 
more goods than the 
simple formula of 
reaching more 


people. 
Font 


—_-_—_—_—_—_—_— © 


Pd Te 


Editor and Publis 


Times MeFi 


WASHINGTON, 
* 
TIMES-HERALD 226,596 
The STAR . 192,045 
The POST 158,051 | 
The NEWS . 102,934 | 
As of September 30th, 1944 | 
* | 


National Representatives 
GEO, A. McDEVITT CO. 


AN 


a This advertisement, prepared by the Bureau of Advertising, A. WN. P. A, 


is published by Scripps-Howard Newspapers in the interest of all newspapers 
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Is. 
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hip by 


touch 
yhound 


rses in 
1 donor 
Pestion, 


ater 


rtising, 
the ro- 
ng ad- 
themes 
rior t 
ds will 
s high- 


d mag- 
> being 
n tran- 
agency, 
Zazines, 


blis 


~ 
+ 


re offering “Highway Trans- 
ion on Parade,” an 8-foot- 


wide wall poster for schoolrooms 


ing the history of highway 


transport, and an accompanying 
jess’) Manual based on the dis- 
olay. These are made available 
9 ‘cachers at the cost only of 
soctage and mailing charges. 


Shows Color Film 


G-eyhound this year is continu- 
ing ‘o show its color sound film, 
} Amazing America”, which 


has reached an audience of at 


leas. 15,000,000 people since it was 
produced in 1940. 

* The film has had an outstanding 
international success since war be- 
gan. The Office of Inter-American 
Affairs has shown it to between 
9900,000 and 3,000,000 Latin 
Americans; the State Department 
has selected it from among all 
available industrial films for show- 
ings in Russia and Australia, and 
it has been first on the list of 
flms used abroad by the American 
Red Cross. 

Recently the State Department 
requested new prints with the 
languages of several of the liber- 
ated nations dubbed in, and these 
are being prepared. 

At present Greyhound has un- 
der way another color film to be 


t Meet Mrs. 
M. Tucker 
Waneright 


OF WESTCHESTER 


AND HER NEIGHBOR A 


Mrs. Joe y~ . 
Polichek® 


Mrs.Waneright spends 
more for food ina day 
than Mrs. Polichek 
spends on her family 
of six in a week. Ex- 
tremes, but typical of 
Westchester house- 
wives who buy 87 million dollars’ 
worth of food a year, right in the 
county. 

There are 17 states that don't be- 
.gin to buy as much food as this one 
county. 

If you aren't selling more food in 
Westchester County alone, than you 
sell to four times as many people in 
Mississippi, then you aren’t main- 
taining the record of the food manu- 
facturers who have cultivated this 
rich market. 

_ It's also one of the best test spots 
in America. Ask your advertising 
agency—they'll tell you! 
ese names are fictitious. Any similarity 
real persons is purely coincidental, 


es 


Here are a few of the 115 grocery 
products that have cashed in on 
Westchester: 


BEECH-NUT COFFEE 
FLAKO PRODUCTS 

PILLSBURY'S FLOUR 

GERBER BABY FOODS 
KNOX GELATINE 
HEINZ MUSTARD 
BORDEN'’'S MILK 

SWIFT MEAT PRODUCTS 
BOND BREAD 


ROYAL BAKING POWDER 


> kee 
a Newspapers 
f 9 dail ewspapers published in 9 
West: he <f My rs ac sg ( dt ol 


ne purchasing agent 
4 receptive mood for your sal 
/ 7 


Represented Nationally by the 
XELLY-SMITH COMPANY 


New York * Chicago « Detroit 
_— 


Advertising Age, February 12, 1945 


shown postwar. Tentatively titled, 
“Reunion—vU.S.A.,” it will be in 
story form and will run about 35 
minutes. Other than to show 
Greyhound buses, both films con- 
tain no Greyhound promotion. 


‘Television’ Adds Two | 


Thor Krogh, formerly with 


Schenley Names Hesse 


Seymour D. Hesse, director of 


advertising, sales promotion and|manufacturer of television 


27 


Telicon to Kotula Name Broadcast Sales 


Telicon Corporation, New York, Stations CKTB, St. Catharines, 
sets, | Ont., and CHGB, Ste. Anne de la 


merchandising for Schenley Dis-|has appointed Kotula Company, | Pocatiere, Quebec, have appointed 
tillers Corporation, New York, has|New York, to direct its advertis- | National Broadcast Sales as na- 


been elected a vice-president. 


Heads Transit Firm 


Broadcasting, and Charles R. 
Tighe Jr., previously with Radio 
Daily, have joined the 


editor, respectively. 


staff of | Company, 
Television, New York, as assistant | to head the newly-organized street 
to the publisher and managing|car advertising firm, Transit Ad- 


R. H. Rough, sales manager of 
Canadian Street Car Advertising 
Toronto, has resigned 


'vertising Company, Toronto. 


‘ing. Trade publications and direct | tional sales representative in To- 
mail are being used. ;ronto and Montreal. 


Are You Interested in the Tremendous Purchases of Catholic Churches, Schools and Institutions? 


CHURCH PROPERTY ADMINISTRATION 


Covers the Field----From Coast to Coast. Published Bi-Monthly at Milwaukee, Wis. ~ 


WEST COAST: 


EASTERN SALES OFFICE: 
TOWNSEND CO., 


x 


a \ 
TK omuaes 


Little Elmer says:‘‘ You don’t have to be a quiz expert to 
know that WGN’s the one answer to leadership in local 
and national spot business on major stations in Chicago.’’ 


WH Clear Chanel Klin 


CHICAGO 11 


50,000 WAITS 
MUTUAL 


EDWARD S. 


ILLINOIS 


720 KILOCYCLES 


BROADCASTING 


220 EAST 42nd STREET, 


SYSTEM 


MEW YFYORR I7, N.Y. 


RUSS BUILDING, SAN FRANCISCO, CALIF, 
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Mihic Joins von Zehle; 
Three Appoint Agency 


Hubert L. Mihic, formerly ac- 
count executive with Frank Kier- | 
nan & Co., New York, has joined | 
William von Zehle & Co.. New|! 
York, in the same capacity. 

The agency has been appointed | 
to handle advertising for Auto- 
motive Rebuilders and Richmond 
Motor Company, both of Rich- 
mond, and the Franklin Square 
National Bank, New York. 


NO USE TURNING 
CUSTOMERS AWAY 


And yet you may If You 


be doing just that. 
There's a7 billion] Manufacture 
and Sell 


dollar market you 
COSMETICS 


could encourage 
simply A letting 
these people know you'd welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage. 
But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market. 


Trademark Bill 
Going Through Mill Again 

Washington, Feb. 8—Here we 
are again. A new Congress, and 
Rep. Fritz Lanham’s trademark 
bill, all bright and new, awaiting 
a signal from the House patents 
committee before starting its way 
through the legislative mill for the 
fourth time. 

Twice before the trademark bill 
has actually passed both houses, 
once only to die in conference, and 
another time to fall short of final 
Senate action. Now, presumably 
written to please all critics, it ap- 
pears as HR 1654 in the 79th Con- 
gress, its supporters confidently 
predicting that it will slide through 
during this session. 

The 79th may also go to work on 
long-debated reform of the patents 


By STANLEY E. COHEN, Washington Editor 


system. Next week the House judi- 
ciary committee expects to take up 
the Voorhis Bill (HR 97) provid- 
ing for compulsory licensing of 
patents not used by patent hold- 
ers. The bill also requires regis- 
tration of licensing agreements so 


that the Department of Justice can | 


keep an eye out for unlawful re- 
straints. 

Another ticklish bill in the hop- 
per at the 79th is Sen. O’Mahoney’s 
familiar S. 10, providing for fed- 
eral incorporation of businesses 
and registration of trade associa- 
tions. Under that bill, a trade 
association would have to file 
semi-annual reports listing serv- 
ices performed and data collected, 
publications and letters to mem- 
bers, and full minutes of all meet- 
ings of officers and members. 


Inviting Trouble Dep’t: As if 
Uncle Sam hasn’t trouble enough, 
WPB has issued orders which 
make any “distributor, wholesaler 
or dealer” subject to fine and im- 
| prisonment for failure ‘“‘to exercise 
|reasonable diligence in ascertain- 
|} ing that they are handling maga- 
zines and books published by legi- 
timate use of paper within legal 
quotas.” 
fun enforcing that. Second 
| Thought: Canada is now asking 
U. S. newspaper publishers to re- 
study the possibility of using 
30-pound newsprint. Considering 
the attitude of the mills last sum- 
mer, it looks as if some change of 
heart has taken place among the 
suppliers. 
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Manpower: Business lobbyists 
admit they backed the wrong sub- 
stitute manpower bill in the House, 
and privately concede little hope 
of stopping the May bill if it once 
gets to the floor of the Senate. 
Regardless of the need or lack of 
need for such a measure at this 
time, Congress will not vote down 
a national service bill once it 
comes to a test. Business people 


say that manpower shortages are 


The initials "KC" 
are carved on 
vast forests 


Remember, when you were 


selected the tallest, sturdiest tree in the 
woods and carved your initials on it to 
claim it your own? Well, Kimberly-Clark 
has done the same thing on a vast scale. 

Having discovered that Spruce with the 
right combination of height and density 
makes superior paper, our foresters set 
their aims. They worked ceaselessly until 
Kimberly-Clark had secured — through 
purchase and a process of elimination— 


timber lands with a preponderance of the 


finest Spruce. 


To make the most of this enviable ad- 
vantage, cultivation and growth of these 
forests are supervised by the same experts 
who mapped and surveyed the areas. 
Working in close cooperation with the 
mill chemists, these technically trained 
foresters carry out in the cutting operation 
every detail that contributes to quality. 

Thus, through quality control in the 


woods, as well as in the mills, Kimberly- 


Clark produces a paper so 


uniform, it excels in printability. 


KIMBERLY 
CLARK: 


CORPORATION | 


NEENAH, 


WISCONSIN = —_ 


a boy, how you 
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—~ PAPER PACKS A WAR PUNCH—DON'T WASTE IT! 


< Sor cle Cd A PRINTIN G PAPERS 


Mr. Biddle should have | 
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under control now except th 
foundry industry where the) 
ply is no answer because th 
pounders needed fot that wo. < a, 
already in the Army. Touche. 
This looks like a new one f; » ¢h, 
FTC’s book and it isn’t bq 4 
that. Accused of overstatin +4, 
weatherproofing qualities of \)). 
rite, Fleming & Sons and & ibe» 
Couchman Advertising A 
Dallas, replied: “No purchas 
ever claimed that he was de 
or that the product was not «- aq. 
vertised.” 


t 


200. 


Austerity: NAB is cancellin: the 
annual meeting of the radiv jp. 
dustry in line with the ba op 
conventions, and it is splitting y 
regional sessions so that 5) o 
fewer will attend each . . 
reported 95% compliance wit} th, 
“brownout” the first night. The 
most recent bundle of decisions 
denies lights for window-dres: ing, 
public passageways, and globes on 
gasoline pumps. Stimulant: FT¢c 
moved fast when an Ohio firm ad- 
vertised that the U. S. Department 
of Agriculture recommended its 
insect control device. A stipula- 
tion to stop resulted. Program: 
Retailers will specialize in war ef- 
fort advertising for Red Cross jn 
March: UNRRA clothing collec- 
tions in April. 

* * ok 

Lid: WPB follows drastic re- 
strictions on tin with similar rules 
for lead. Under rules issued this 
week, manufacturers and distrib- 
utors must not sell costume jew- 
elry, toys, novelties, buttons and 
several other types of goods after 
Feb. 28 if they contain lead. Al- 
lowances of lead for collapsible 
tubes were cut a few weeks agi 
and a committee is now working 
on a set of end-use restrictions for 
tubes. Testimonial: Two Wash- 
ington papers turned up last Sun- 
day with a story relating how 
clever merchandising by Maritime 
Commission surplus property sales- 
men had brought an average of $50 
each for life rafts the Navy 
planned to scrap for 50 cents, 
Maritime sold them for use at 
swimming beaches. 

* oF 

Function: So far everyone has 
glossed over the fact that the Sec- 
retary of Commerce also heads up 
the Patent Office. Voice: Like a 
small voice in a world where 
giants like Henry Wallace, Maury 
Maverick and Senator James Mur- 
ray sing the woes of small busi- 
ness, the Army _ reports _ that 
$2,191,431,000 in contracts was 
awarded to small business men by 
the Quartermaster in 1944, mostly 
for food or clothing. The Quar- 
termaster placed 27,485 contracts 
with firms employing 100 or less 
and another 33,167 with firms em- 
ploying 100 to 500. Problem: Ad- 
vertising film producers and in- 
dustrial film producers have been 
warned to expect a cut in the 
amount of 35-millimeter film they 
may use. Since all firms claim to 
be supporting the war effort by 
promoting war bonds, conservation 
and other programs, the industry 
wants to take a straight percent- 
age cut on 1944 usage. 

- = & 

Surplus: Mason Britton, 10 
manages the operations of the © ur- 
plus property board, says that no 
matter how he figures it, the 
lic will recover very little 
the thousands of military airc a! 
and weapons which will be 
over from the war. “Even ass im- 
ing that we make lunchroom it 
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nbers, and memorials out | 
“¢ eo non,” he says, “we are going | Consumers Swap 
e an awful lot of souvenir 
‘s left.” About 25 cents of ‘18, 951 Appliances 
rar dollar goes into aircraft, | 


‘far only two of 2,915 sur- for War Stamps 


lu mbat planes have been sold. | 

potiicneck: For those who think} Pittsburgh, Feb. 7.—A total of 

‘hat building will be a cinch once | 18,951 out-of -service appliances 

er: ny has been licked, here are | have been swapped for war sav- 
ple of thoughts. Radiator | ings stamps in the past 18 months 


acturers, for instance, are| by customers of Duquesne Light 


d for six months, with spe-|Company, the company has re- 
riority for the needs of vet-| ported to Proctor Electric Com- | 
hospitals. If that doesn’t | pany, Philadelphia, originator of | 


you, take a look at the paint | an appliance restoration or “swap | 


29 


|Proctor Electric Company has 


plan” for worn out appliances. 
acted as a clearing house for ideas 


Electric flatirons headed the list, | 


Heads Willys Publicity 


William Howlett, former partner 


a total of 5,740 being recon-|on the subject. i 
iti xr appliances dis- jin Carl Byoir & Associates, New 
Gitioned. Ome 3 oes dic 7? . | York, has joined Willys-Overland 
posed of included 2,892 radios, Joins Geare-Marston rece 
assis an 


| Motors, Toledo, as special 
Paul L. Morrissey, recently dis- in charge of public relations. H. A. 
|charged from Army service, has|Bruno & Associates was recently 
joined the copy division of Geare-| appointed public relations counsel 
| Marston, Inc., Philadelphia. | for Willys. 


2,578 cleaners, 2,254 washers, 1,292 
toasters, and 1,065 electric refrig- 
erators. 

Other sponsors of the plan are 
Commonwealth Edison of Chicago, | 


West Penn Power, Electric Insti- 

tute of Washington, Public Ser- 

vice of New Orieans, Ohio Public GIBBONS KNOWS CANADA 

Service, Northwestern, PUIG) ZZ soveanisine J. J. GIBBONS. LTD. mencwanoisina 

f senng Illinois r; r Miectric, ’ The TORONTO, MONTREAL, WINNIPEG, oops  EAGRAae, EDMONTON, VANCOUVER 


jjtua‘ion. Lead for paints has | 
ome under strict allocation. It | 
70! be corrected overnight. | 
Trouble: Nature Food Centres of 


Boston, Providence and Hartford 
re charged by FTC with misrep- 
esenting the value of so-called 
ealth food. And the Pep Boys of | 
‘alifornia are under a 90-day sus- | 
ension order for violating WPB | 
riorities on 39 items handled by | 
their 18 stores. 
Bo tk 

Blow: Pulp for grocery and va- | 
iety bags was cut 10% below the | 
mount originally granted for the 
first quarter of the year, because 
bad weather in the South last 
month crippled sulphite pulp pro- 
juction. People: Lee Marshall re- 
turns to Continental Baking Co., 
as chairman of the board, after ex- 
emplary service with the War 
Food Administration, where he 
headed the Office of Marketing 
Services. 


Frigidaire Names Ad, 
Promotion Managers 


James F. Pedder, formerly ad- 
ert sing and promotion manager | 
of the appliance division of Frigid- | 
aire division of General Motors, 


gk 


James F. Pedder 


Ellsworth Gilbert 


Dayton, has been promoted to ad- 
vertising manager of Frigidaire, 


according to Lee A. Clark, assist- 
ant general sales manager. He 


sistant advertising manager. 
Ellsworth Gilbert, sales training | 

manager of the appliance division, | 
has been appointed head of aj} 
newly created sales promotion de- 
partment. T. W. Markham, for- | 
mer head of advertising and pro- | 
sh on of Frigidaire’s commercial 
neh, has resigned to establish | 

a 1: denen in Southern Califor- | 
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Daly to Ludgin 
Jane Daly has joined Earle Lud- i 


gin & Co., Chicago, as time buyer. 


FORMERLY The COWLES Group 


NORTH DAKOTA 


SOUTH DAKOTA 
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NEBRASKA 


.. Now The MID-STATES Group 
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/OLLINS, MILLER & 
iUTCHINGS | 


"HOTO-ENGRAVERS 


| 07 North Michigan Avenue 
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GEARED FOR RESULTS 


EPRESENTED BY THE KATZ AGENCY — 
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In New York's Plaza Circle, where fashionable Fifth Avenye meets 
beautiful Central Park, there are four renowned hotels favored by 
all who seek the ultimate in gracious living and smart entertain- 
ment. Although these fine hotels all share the distinction of this 
enviable location and are alike in quality, cach possesses its own 
rare individuality in atmosphere, service and accommodations 

wOTER Pienne 

meres PLaza 


HOTEL SaveY.Piazre 
HOTER SHERRY HETHERL Ane 


JOINT ACTION—Four New York Ho- 
tels, the Pierre, Plaza, Savoy-Plaza and 
Sherry Netherland have begun a co- 
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' used it in more than one window).|in cities over 1,000,000 population|rate among grocery store. th, + 
rocers urve The highest percentage of stores|is 4 in 10. Bulletin says the survey We ne 
in any volume grouping, using} Asked whether or not they be-| over 78% of the stores coope atin, HR. a 
manufacturers’ display _material, long to a voluntary buying group,|in the study have been op ated T 
s occurred in the group doing a vol-|nearly 28% replied affirmatively,|in their present locations fo. fy, e the 
OWws vertise ume in excess of $300,000 in 1943,| More than 400 say they belong to|years or more, and that moj re 
the survey shows. a retail-owned buying cooperative, stores i been in operation jy sive 
‘s nm ; ; and 83% of these report that the|the same location longer th n 2) Main 
Lines to Gain 8 & Conpenative co-op owns its own wholesale denn than —— ——— ~ S or Mithe 
It shows, further, that least use| warehouse. The number of stores | 2©8U" Operation in the fas’ five Biles 
of manufacturers’ displays is made| belonging to a national buying aaa lett) 
by stores in small towns and vil-| group is larger than the number ’ 
NARGUS Reveals lages; that nearly one out of every| belonging to local buying organi- ees oe Tee 
° two stores in cities of from 500,000 | zations. Asked if they plan to move ; G 
Widespread Store to 1,000,000 population uses these| Pointing out that much has been | another location postwar, 91° of MH .oin 
Modernization Plans displays, and the ratio for stores|heard about the high mortality|the grocers say they do not, ang 


Chicago, Feb. 6.—Sixty-two per 
cent of independent grocers plan 
to add a larger number of nation- 
ally advertised lines in the post- 
war period than they now stock, 
and only 34% plan to add a greater 
number of private label lines, ac- 
cording to a joint survey of gro- 
cery store operations undertaken 
by the National Association of 
Retail Grocers and The Saturday 
Evening Post. 

The National Grocers’ Bulletin, 
organ of NARGUS, summarizing 
1,365 returns from members whose 
sales in 1943 amounted to about 
$100,000,000, reports that the de- 
sire to add more private lines is 
most pronounced in the Midwest, 
New England and middle Atlantic 
sections and among larger stores. 

The survey shows that stores in 


: ing: . lantic, east South 
operative campaign in class magazines,|the south At , 

using “Alike in quality—individual in |Central, Pacific and mountain 
character" for its theme. Needham & |States, plan postwar to give more 


Grohmann is the agency. 


Saraka Returns to M&P 


Saraka, bulk laxative product of 
Union Pharmaceutical Company, 
Bloomfield, N. J., has again placed 
its account with Marschalk & 
Pratt, New York, after an absence 
of five years. Media will be se- 
lected on the basis of a research 
program to be undertaken imme- 
diately. 


sales and display effort to nation- 
ally advertised lines. 


80% Use Window Displays 


Over 80% of the stores indicate 
use of window displays featuring 
merchandise (for the week prior 
to answering the survey), and of 
this group, 76% used two or more 
windows for this purpose. About 
one out of every three grocers 
used manufacturers’ display mate- 
rial in windows (35% of these 
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plans, 


.. “A Bath-Dressing Room,” 


CURRENT ISSUE: 


Houbie 
Feature! 


continuing 


Homes & Gardens’ series on sound, modern room- 


‘Tomorrow You Can Live Like This. 


” 


ae 


Better 


meg a ans. syste 


postwar ent stability, 

and the chenware and As have others in the series, this demonstrates 
hardware \SigeRs_in the matt s households. as A graceful use of a given amount of floor space 
John S. Tomajan, President e Washburn - a ti cil wu 
Company —'one of Wo ’s major indus- in the greatest number of logical ways”. . . exactly 
tries and manUfacturer@empe famous Androck ' 

Line of wire and-#¥amped tesheuwase and what potential home builders and home remodel- 
hardware — has this to say: “When the war ers want to know. Postwar, Better Homes & Gar- 


is over and we can return to consumer goods 
manufacture, we expect to exceed our current 
production levels, and to increase the number 
of our employees to meet those levels”. 


dens’ more than 2,350,000 reader-families will be 


well informed on new room possibilities . will 
put their plans to work. 

Signs like this are common among Worcester’s 
hundreds of industrial concerns — signs which under- 
line the importance of the Worcester Market. Blanket 
coverage of this market is available with the Telegram- 
Gazette's circulation: over 130,000 Daily, and 80,000 
Sunday. City Zone Population 235,125. City and 
Retail Trade Zones 440,770. 


Still another example of why Better Homes & 


Gardens is the strongest building force in the na- 


GOM-. 4s 


the leading home magazine. ) 
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Es. the se planning to move, only lighting fixtures lead the list of | To Goldman & Gross Inland Elects Four 
We ne ut of six has decided to move}items to be improved, and store eve : s 
€) atin - oy other neighborhood. 'fronts are second on the list. Tamms Silica Company, Tamms, Inland Daily Press Association, 
Pe rated “The survey indicates that 54%/|Other “musts” include  better| I/l., manufacturer of Dri-Air de-|Chicago, has elected to member- 
for five } e stores still render both| flooring and outdoor signs. humidifiers and other products, | ship American Republic, Poplar | 
t more o and delivery service; 79% has appointed Goldman & Gross, | Bluff, Mo.; Cincinnati Enquirer; 
tion jn ve credit only, and 58% main- Four Studies Planned Chicago, to handle its account. eet ger News, and Times,| 
thon 299 Hain celivery service. Stores doing on : semaemnieeisiaeeene _ Marietta, O. 
pee eee plete study is now being a 
. woe ewe pe gto pp be analyzed according to sales vol- Innes Transfers K di A ints Kendall 
- least _ : umes, city size and geographical Innes Company, Bettendorf, Ia., | adiem Appoints Kenad 
etin Says. areas, and will be printed soon.| manufacture of Innes combines, | Kadiem, Inc., New York, ex- 
Modernization Planned Four similar studies, each cover-| has switched its account from the) porter of meat packing supplies 
ing a different sample of store| Davenport, Ia., oifice of L. W.|and Seasonings, has appointed 
nove t Grocery stores, it continues, are|owners and using new questions,| Ramsey Company to H. M. Stahl} Kendall & De Filippes, New York 
9 of HB coing to be larger and more mod-j| will be made annually under the | Advertising Agency, Rock Island,|export agency, to handle its ac- 
Ot, and Hern in the postwar period. New]|same sponsorship. Ill. count. 
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Doubling Up 


To the Editor: Today, no one, 
however great a magician, can pull 


additional sleeping cars out of a 
hat. 

But as a seasoned wartime 
traveler, you know that many 


double rooms still have single oc- 
cupants, that many berths go 
empty at least part of the way 
because someone didn’t cancel 
early enough. 

If those two travel wastes could 
be ended, if everyone would fol- 
low the suggestions outlined in the 
attached advertisement, “Help 
save war-vital train space,” it is 
estimated that present train serv- 
ice could do approximately a 30% 
greater wartime job. 

Think what that would mean to 
you and others whose business re- 
quires that they 


| 
| 


This department is a reader’s forum. Letters are welcome. 


of sharing rooms and canceling | 
unwanted reservations promptly. 
H. C. CARSON, 
Assistant General Passenger 
Agent, New York Central, Sys- 
tem, Chicago. 
i v 


Brylcreem Uses Mirrors 


To the Editor: 
photograph of a mirror bearing an 


advertisement on Brylcreem Hair | 


Dressing, which product was re- 
cently announced as going ‘“na- 
tional’? for the first time, in 1945 


advertising. 


A part of this new national ad- | 


vertising program provided for the 


installation of 350 of these mirrors | 


in bathing pavilions and clubs | 
throughout the state of Florida. | 
These were installed in the men’s 


|locker rooms or dressing rooms— 
use the trains|to remain in use for three years. 


Enclosed is a/| 


eee + ee + ew 
TRON Re EROS SR MB RO the 


be greeted with this card advertis- | 


ing Brylereem for smart hair 
| grooming every time they tidy up 
and comb their hair after a good 
swim. The mirror is 30 inches 
‘high and 18 inches wide. 

A test campaign conducted last 
summer in Asbury Park and 
lother New Jersey bathing pavil- 
ions, proved the effectiveness of 
|this timely advertising. 

Installations were made by Mar- 
tin Singer of the East Coast Serv- 


ice Company, New York. 
A. A. STARIN, 
Advertising Manager, County 
Perfumery Company, Bloom- 


field, N. J. 
v‘ Vv *¥ 


‘Storm Window Make-Up 


To the Editor: I want to ex- 
press my appreciation of the Serv- 
icemen’s Pony Edition of ADVER- 


these days, and we’re sure you'll Winter tourists from the North and | TIsING AGE, which a member of my 


encourage the practical patriotism | West, as well as Floridians, 


will | 


former organization, Scripps-How- 


Perhaps We're to Blame for the Cigarette Shortage” 


“If we are. 


think that ‘Smokes for Soldiers’ was a swell idea. 


“You see, I’m the one who dreamed up this plan 
in Nebraska and Southwestern Iowa. I figured that 
the boys on the fighting fronts would really enjoy 
getting free cigarettes from the folks back home. 
I popped this suggestion to my readers. What hap- 
There was a LANDSLIDE OF CIGAR- 


pened? 


iyi 
COVERS NEBRASKA AND S.W IOWA\,; 


maha > 


WORLD-HERALD 
One # ed Hlalions Great Hewsypapers 


National ebieenanedina: 


.. I am not going to apologize. I 


ETTES! Tho 


influence to pu 


with over 201 


“Smokes for Soldiers” 


usands upon thousands of cartons 


were soon rushing across the seas.” 


Yes, Mr. W. Herald, it takes a tremendous reader | 


Whether it’s 


or a product you wish to 


t over a job like that. 


sell, the Omaha World-Herald has a direct contact 
,000 homes every day in this great 


midwestern market. 


ay: = 


ys tOWH 


O'Mara & Ormsbee, 


New York, Chicogo. Detroit, Los Angeles, San Francisco 


January Average Daily 203,526 — Sunday 205,522 


Inc. 


Save Coal and Seeve Amenca 


Advertising Age, February 12 


4™ WAR-WINTER AHE 
...GARS BEWARE ! 


TODAY SEE YOUR 
STANDARD OIL 
DEALER sor sete tor cor 


STORM WINDOW TROUBLE—Householders are up against the same situa- 
tion in these adjacent ads spotted in the Indianapolis Times. 


ard Newspapers, has been kind 
enough to forward to me each 
month since No. 1. 

This edition will undoubtedly 
fill the bill in supplying the trade 
information which all former ad- 
vertising and media men now in 
military service desire in order to 
keep informed of current happen- 
ings. 

Your last edition, No. 6, was 
waiting for me here at the base 


of three months. 
me were 57 


Also waiting for 
copies of the Bir- 


mingham Post (of which I was na- | 
advertising manager prior | 
ito my “greetings”’) and 46 copies | 


| tional 


lof the Indianapolis Times, with 
| which I was also formerly asso- | 
ciated. 

After spending all available odd 
moments for the better part of two 
weeks scanning these 103 back | 
copies I finally emerged with the | 
enclosed gem of coincidental | 
make-up, showing the progressive | 
stages of installing storm windows 
reading from left to right from the 


Oil. 
ARNOLD L. ROYER, 
c/o Postmaster, San Francisco. 
7, @ FY 


| Office Boy’s Dream 


To the Editor: Do you remem- 
| ber the time when, with a college | 
| education fresh under your belt, | 
you made the rounds of business 
looking “to get 
| started?” 
| You had accepted the fact that | 
you would be willing to start as | 
loffice boy ... and as a matter) 
‘of fact you finally did. But you 
'can’t forget the innumerable times 
;an employment manager said, 


for a chance 


when I returned after an absence | 


C & O copy to that of Standard | 


name on file.” 

Note the enclosed tear sheets, 
Four inches on four columns just 
to say OFFICE BOY WANTED. 

M. L. HEAcox, 

Advertising Department, 

Delco-Remy Division, Ander- 


son, Ind. 

[ Editor’s Note: Mr. Heacox re- 
fers to 16-inch ads in the Ander 
son papers, signed by Containe: 
Corporation of America, 
said, in huge display type: “Offic 


boy needed! Opportunity for ad 
vancement with a large corpora- 
tion. The right type boy can make 
/something of ous — gi 


‘Argues Merits of Mail and 
‘Newsstand Circulation 
To the Editor: Your Jan, 29 
issue carried a full page adver- 
tisement, on page 23, sponsored 
by the Kable News Company, 
|which carried a challenging head- 
| line—i.e., “What Is Live Circula- 
tion?”’ The purport of the copy, 
|of course, was to point out that 
in the mind of the originator of 
i'that copy “live circulation” was 
|newsstand circulation and news 
|stand circulation synonymous with 
“live circulation.” 
| It seems to me that that rathe: 
touches a nerve center of news- 
paper and publication distribution 
| Many publishers as well as adver- 
tisers might like to contribute 
|some thought to this. 
| Surely, the millions of newspa- 
| per subscribers, who are anxious) 
| awaiting the delivery of their pa- 
per—night and morning—so that 
i\they may know not alone what 
lis going on in the world; in thei 


1WHItT 
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EHAL 


| A IMPOSING group of successful advertising execu! /es 
| and advertising agencies find this a lucky number. ! °1- 
ables them to useaserviceconsisting ofad-setting,engra\ °9, 
and printing—all under one roof...Specially trained mer 1¢ 
always on their toes to serve you so well that you will c me 
back again. We can lighten your burdens—and at the s “¢ 
time produce better and more profitable printing for y — 
at a saving of time, trouble and money. Phone Whitehall | 0 


FAITHOR 


CORPORATIO 


AD-SETTING + ENG 
400 N. ‘RUSH STREET, CHICAGO 11 + WHITEHALL 


RAVING + PRINTI 


“Your qualifications are satisfac- 
tory. We will be glad to keep your 
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Pm ety, out also their stores andjagency for National Biscuit Com- 
} ops definitely constitute what is|pany, has signed more than 35 
pre termed “live circulation.” | Don Lee Network stations to carry 
mey ask to have their paper|Rex Miller newscasts for the bis- 
sjivered to their homes and}/cuit company daily, 4:15-4:30, 


ice so that they may be sure| PWT, starting Feb. 19. 
re.ularly and promptly receiv- | ea 
a copy of their favorite paper. | ‘ 

In \Vestern Canada, for Ah ne pe Moss Joins Modern 

bli-ners are particularly proud] Reuben Moss, recently with the 
{ther large volume of home de-| armed forces, has joined the staff 
vere circulation. of Modern Merchandising Bureau, 
Farner subscribers, who have |New York, as account executive in 
heir favorite publication deliv-| charge of retail promotion. Mr. 
ged io them through the rural/yoss was formerly with Harper's 
fee delivery, or those who are | Bazaar. New York. 


industrial 


| 


|New York. 


Maxtield Named 


William T. Maxfield, Los An- 
geles, has been appointed West 
Coast representative of Plant-Pro- | been 
duction Directory, Chicago, a Con- | 
over-Mast publication. 


Heads Goodrich Division 
F. Elliott Wood, formerly in the 


B. F. Goodrich Company, Akron, 
has been appointed manager of the 
| company’s international division in 
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Handles Admiral Exports Inc., New York export house. 
Postwar export business of Ad-| Admiral plans to export radios, 

miral Corporation of Chicago, has refrigerators, home freezers and 

placed with Ad Auriema,|electric ranges after the war. 


| 
| 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


products division of | 


ervice go to their nearest postal 
static regularly to receive that | 
yblication, surely also would not 
nstitute a less vitally interested | 
goment of readers of the printed | 
rd. The farm paper publishers 
iofiniiely consider that “live cir- | 
lation.” 
This is not intended to be a} 
criticism of the copy referred to, 
it rather to further pose the| 
question, “What Is Live Circula- | 


fortunate to have that | 


Iam sure that you have in your 
experience received many letters 
situa- and other proof that your circu- | 
tion is very, very much “live | 
circulation,’ despite the fact that 
satisfac- fH obably a very small percentage | 
ep your Hof your circulation would follow 
in the category of newsstand cir- 


sheets. M{-ylation. 
nns just ELMER DE CLERQUE, 
aga Henry De Clerque, Inc., Chi- 
>OX, 
ment, — vyvweeg 
‘nder- BiSends Out ‘Primer 
’ 
icox re- fon Space Heaters 
Ander- fj > the Editor: With this letter 
ontainer Mye are enclosing a new booklet 
“Office ‘A Primer on Space Heaters,” 
he hich we believe will be of inter- 
Soe ad- Ht to you. As major appliances, | 
a cael il-fired space heaters were rap- 
an make Midy becoming an important mar- 
ket factor as late as 1942, when 
il d governmental restrictions pro- 
ml an hibited their further production 
‘ion fr civilian use. Postwar appli- 
Jan. 29 Mgence Surveys indicate that the po- 
pe *° Biential market for space heaters is 
> aver tremendous. 
ponsorec Ml However, we are of the opinion 
ompany. Mthat the public is not generally in- 
rai aes formed as to what a space heater 
saiggpone! is, how it is used, and what it can 
that do. In preparing this booklet, we 
nice .“;Bptave attempted to answer these 
pe was questions in simplified form. Ref- 
A news. qgctence is made to our products, of 
ous with Muzse, but the general treatment 
’ { the text might well apply to 
1t rather Mey a heater of similar char- 
cave., Maecteristics. 
a As a secondary use for the book, 
s adver- ge Plan to provide our distribu- 
sntribute fm ors and dealers: with copies to be 
; ued in the initial training of the 
newspa-f™ creen” = salesmen they will em- 
ly ploy, 
— Haro_tp T. BopKIN, 


heir D2 sales Promotion Manager, 


—so that : ae; ee 
ne wha Evanair Division, Evans Prod- | 
in theit ucts Company, Detroit. 


Sign Don Lee Stations | 


Botsford, Constantine & Gard- | 
ner, San Francisco, western 


A 
FEATURE OF 


WHKC 


iC O LUM BU S 
| Gos Full Time Day & Night 
- 

Double Power 


Ne -s Every Hour On the Hour 
Ne» Wave Length — 610 KC. 


Ri DIO ADVERTISING CO. i 
21 Sth Ave., New York City ; 
¥. Michigan Ave., Chicago, Ill. 


| CONSOLIDATED 


Cer -al Ohio's Only Mutual Station + MAIN OFFICES 
* f WISCONSIN RAPIDS, WISCONSIN 
ATIONAL REPRESENTATIVE 3 


Pe, RI ee ap et Sl ee No 


In the South Pacific . ; s where many of the islands are 
merely a thin crust of coral, and wells would produce 
only unusable salt water ... the problem of water is a 
real one. Today, due to American ingenuity, water from 
the sea and from brackish pools is quickly and economi- 
cally made pure, sparkling and fresh. 

The ingenuity responsible for the solution of so many war 
problems has been characteristic of America from the time we 
ceased being solely an agricultural nation and turned to manu- 


facturing. From the start the American goal has been... make it ; 
better, make it faster, and for less. k 


CONSOLIDATED CoaZed/ PAPERS 
AT UNCOATED PAPER PRICES 


Paper also plays an indispensible role in war, and must be 
available for hundreds of different uses. But undoubtedly 
its most important function is in stimulating the enthu- 
siasm of one hundred million Americans at home and 
speeding the vital work on the Production Front... 
a task admirably accomplished by printing and paper. 


f 


Millions of national magazines, technical publications and 
brochures printed on coated paper reproduce for us at home 
actual photographs of what is happening overseas. Seeing what 
our men are doing, the hardships and dangers they face, and the 
vast amounts of equipment and munitions they need is of incal- 
culable help in urging those at home to give their best. 


Thus Consolidated’s achievement of 1935 ... which reduced the 
cost of coated paper to that of uncoated stocks ... becomes of 
added importance today. 


For that development lowered the cost of coated paper, 
producing it with minimum use of man-hours and 
machine-power and with lesser amounts of the materials 
which are so vital in the making of other war necessities. 


4 
AMOUS SRANDs 
oR YDUCTION GLO$§ 


WATER POWER & PAPER COMPANY 


SALES OFFICES 


Four Modern Mills . . . All in Wisconsin 135 SO. LA SALLE ST., CHICAGO 2 
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Western Dailies 
Begin Drive to 
Resell Retailers 


Los Angeles, Feb. 8.—A four- 
phase cooperative promotion effort 
to sell local merchants and dis- 
tributors on the worth of the 
hometown daily newspaper in 11 
western states, was announced this 


OWE“ 


DEL.3800 


week by Clark F. Waite, president | 
of Southern California Associated | 


Newspapers. The program is 
backed by 113 daily newspapers 
which to date have subscribed 


/more than $50,000 to support the 
| campaign. 


Mr. Waite said the value of the 
campaign lies in the fact that the 
11 western states embrace Amer- 
ica’s third largest market; that 
within this area over 55% of the 
retail sales are accounted for by 
these home town markets, and 
that you cannot cover any one of 
these markets without the use of 
the local daily newspaper. 

McCann - Erickson, San Fran- 
cisco, has been chosen to handle 
the program, which will include 
national magazine and trade pub- 
lication advertisements in addition 
to the schedule of 26 to 52 adver- 
tisements to be used in each of the 
113 newspapers “to sell and resell 
the local merchants and distribu- 
tors on the worth of their local 
daily newspaper, which they now 
accept as a regular part of their 
daily life, but too often neglect to 
recommend or use for their own 
advertising.” 

Dinner meetings, at which slide 
films will be shown to explain fur- 


ther the local newspaper’s values, 
will be the final phase in the pro- 
gram. Copy in the campaign’s ad- 
vertisements will not carry names 
of the newspapers or the repre- 
sentatives, and each ad carries a 
list of “eight reasons why your 
newspaper surpasses all other 
means of advertising your goods.” 


Pierce Rejoins JWT 

Russell Pierce, for the past four 
years with the Office of Coordina- 
tor of Inter-American Affairs, has 
rejoined J. Walter Thompson 
Company at San Francisco as con- 
tact man on the Wine Advisory 
Board account and a member of 
the postwar planning staff. He 
was a vice-president in JWT’s 
New York office before joining 
CIAA. 


Head Joins ICS 


Roy Head, recently with the 
United States Navy at Bethlehem 
Steel Company, Bethlehem, Pa., 
and formerly president of Morse 
International, New York, has 
joined International Correspond- 
ence Schools, New York, as di- 
rector of marketing research. 


TIRE TALK THAT 
COMES THROUGH! 


What's the best way to make radio listen- 


ers remember one 


tires / 


mercial with the old familiar talk about 
manufacturers experience, probable mile- 
age, cord-quality. tread design. ete., 


do the trick. But here’s a surer way: Say 


the name with Sonovox! 


Sonovox increases 


an average of 44%! You've heard Sonovox 


CHICAGO: 180 N. Michigam NEW YORK: 444 Madison Ave. 
Plaza 5-4130 


Franklin 6373 


particular brand of 


Maybe having the announcer read a com- 


sponsor 


the Lifebuoy foghorn, the Bromo-Seltzer 
talking train, ete. Sonovox makes any com- 


mercial a stand-out commercial. 


will counts in key 


to do a radio 


dairies. bakers. ete. 


identification 


arrange | 
arranged, 


selected, blue- 


drop us a line today. 


Now Sonovox is available not only for big 
national shows but also for a few carefully- 


ribbon local or sectional ac- 
markets.* For top-notch tire 


distributors and dealers who really want 


job for power companies, 
If you want the facts, 
Auditions gladly 


WRIGHT- SONOVOX, INC. 


“Talking and Singing Sound” 


SAN FRANCISCO: 117 Swifter 
Sutter “353” 


FREE & PETERS, INC., Exclusive National Representatives 


HOLLYWOOD: 633) Hollywood ATLANTA: 322 Palmer Bidg. 
Holly wood 2151 


Main $667 
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For outstanding service in the conservation of fats for t} 
effort, and help in extension of 4-H Club work, Thomas E. \j ijson, 
chairman of Wilson & Co., received the Chicago Rotary (‘\yh’s 


War 


medallion Jan. 30. . . Ralph Tabor, The Saturday Evening os, 
Boston mgr., has been appointed a trustee of the Mass. State C: |lege 
at Amherst. . . Ray Foudray, who resigned as circ. mgr. the 
Pittsburgh Post, the job he’s had for the past 17 years, will ote 
time to his ranch near Fort Worth, Tex., and some other bw neg 
enterprises which are in the works. . . 

Business paper publishers in particular will be offering con: 4ty- 
lations to Paul Wooton on his election to the vice-presidency «© the 
National Press Club. Paul represents the New Orleans 7) )ne5- 
Picayune in Washington and also heads the Washington bure. of 
McGraw-Hill, and is pres. of the Nat’l Conference of Business 
Paper Editors... Lt. Col. Buel Weare, a former member of the exec 
staff of the Des Moines Register and Tribune, has been awarded the 
Bronze Star for meritorious service in the European theater ©! op- 
erations. He has been in the Army since December, 1940. . . Lt. 
Ward Wilcox, who, before joining the Marine Corps, was a com- 
mercial rep. for KTSA, San Antonio, has returned to duty follow- 
ing recovery from wounds received in the Pelelieu action. . . 

Tom Breneman, 
whose hijinks on the 
Breakfast in Hollywood 
show involve a lot of 
other people’s hats, has 
tossed his own into the 
political ring by an- 
nouncing his intention 
to run for mayor of 
Encino, in the San Fer- 
nando Valley, locale of 
the old Breneman 
homestead. Salem 
Baskin, head of the 
Chicago agency of that 
name, has been elected 
a director of Alfred 
Decker & Cohn, owner 
of the Society Brand 
trade name... 

Frank O’Leary, on 
leave of absence for 
two-and-a-half years 
as a lieutenant in the U. S. Navy, has rejoined the sales staff of the 
NBC central division in Chicago. Until his recent discharge, he had 
been attached to fourth fleet headquarters in Brazil and was later 
with Navy communications, Washington, D. C. . . Holcombe Parkes, 
assist. to the pres. of the Southern Railway System, Washington, 
D. C., has been appointed by the board of governors of the American 
Public Relations Assn. to a position on the national advisory com- 
mittee, representing the transportation division of the group. . . 


The St. Louis office of The American Weekly has two new sales- 
men—twin boys born Feb. 2 to Art Bagge and his wife. Art reports 
that he’s in fine shape. . . Don Watts, pres., and Oscar Payne, sec’y 
and treas., are celebrating the 15th anniversary of their Tulsa 
agency this month... 


Under sponsorship of the U. S. Naval Air Service, Harvey Conover, 


ACCEPTANCE—Cedric Adams, center, receives 
a cake from Joseph M. Tombers, vice-president 
of Purity Bakeries, right, and a $100 war bond 
from Gov. Thye of Minnesota, in celebration of 
his 6th anniversary as news reporter for Purity's 
Taystee bread on WCCO, Minneapolis-St. Paul, 


president of Conover-Mast Publications and publisher of Aviation 


Maintenance, is in the southwest Pacific visiting advance aircraft 
service bases. It’s his second trip overseas for the government dur- 
ing World War II... Allen B. DuMont, pres. of the television labora- 
tories of the same name, will be the only individual receiving the 
Marconi medal of achievement at the 20th anniversary dinner 
Feb. 17 of the Veteran Wireless Operators Assn. .. Sam Cuff, general 
manager of DuMont’s video station, WABD, is teaching “The Tech- 
nique of Television” at New York University. It’s the first such 
laboratory class in that field and the first such course for which 
university credit will be given. .. Also at NYU, Albert R. Perkins, 
radio and film director of Look, is conducting a course in radio writ- 
ing for the fifth successive term... 


Labeled ‘Yankee Rocketeer,’ Edward Pendray, assistant the 
president of Westinghouse Electric & Mfg. Co., makes the “Intcrest- 
ing People” feature of the February American Magazine. Fourteen 
years ago, as founder of the American Rocket Society, Ed “wa. pre- 
dicting rocket warfare while people were still debating whet or 
not it was going to be possible to fly to Paris by plane”. . 

R. J. Dearborn, pres. of the Texaco Development Corp., is ©) ai!- 
man of the NAM committee on patents this year. . . Add tu ‘tles 
for Dr. Paul H. Nystrom, president of the Sales Executives ( ol 
New York, and head of the Limited Price Variety Stores A la- 
tion, among others—recently elected chairman of the Central un- 
cil of Retail Associations. . . J. D. Tarcher, staff and client le- 
brated the agency’s 20th birthday this month with a dinn nd 
dance. .. Roger Fawcett, v.p. and gen. mgr. of Fawcett Publi 
is on a business trip to the company’s printing plant in Loi ue 
and to the West Coast to talk over 1945 motion picture tren: t 
studio execs. .. 

Owsley Brown, pres. of Brown-Forman Distillers, was g 
silver tray in appreciation of his services to the industry 
Distilled Spirits Institute. He was president of the group fro 13 
until this month. . . Ralph Foote, ad mgr. of Beech-Nut Pack / 
is recuperating from an influenza attack. . . Joseph Molna! 
chief at Atherton & Currier, New York, reports the birth 
of a blond baby son, Joseph Dennis Lanning. . . Robert F. de aff. 
Pocket Books prexy, has left for South America where he will i 
with publishers and printers on plans for Spanish and Port 
editions. .. 

William B. Wiemers, western manager of Farm Journal & 
er’s Wife, served as best man at the wedding of his son, Bill 
Winnetka, Ill., Feb. 6. Bill has just received his wings and 
flight officer and pilot in the Army air forces. . . 
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receives 


n Page 1. Stories about Presi- 
stag ee lent Roosevelt and _ candidate 
ration of omas Dewey won about equal 
+ Purity's eecatment on the front page, but 
‘St. Paul, Mey FDR rated among the top 10 

: ‘ Hor men, with 42%. The Dewey 
tory was read by 37% of the men. 
ff of the | War-front photographs on Page 


», he had 
vas later 


> Parkes, Bentage points higher in reader- 
shington, 
\merican 
ry com- ‘ é 1 £ 5 
Dp... 
w sales- 
t reports 7 : : 
ne, sec’y ; ie gir .. 
ir Tulsa 
Conover, 
Aviation 
aircraft 
ent dur- 
1 labora- 
ving the 
y dinner 
, general 
ne Tech- 
irst such 
yr which 
Perkins, 
jio writ- 
it the 
Interest- 
Fo een 
Ww: re- 
et or 
is ir 
t tles 
3 of ‘i 36, 
A la 
al in 
\ GOT TO CATCH THEIR EYE 
her of [OU CAN MAKE THEM BUY 
in 
Lic - w good the planning or copy, your 
Ol Lie ring the bell without an outstand 
endo ching illustration That's the first 
n¢ has got to clear—catch the eye 
nvincingly. 
the heart-beat of every good ad 
tures wit} merchandise slant ire 
p en if you are willing to pay the price. 
y TCHER subscribers have no. such 
ive at their finger tips over 10,000 
rO I with in addition to 100 new 
. topper-pix coming to them fres} 
k ras every month 
ar t have to be satisfied with local 
- either EYE*CATCHERS features 
er-Conover models Jinx Falke 
Whitne Leslie Ostrande Tor 
de aff, the i \ iy ee in bi ] 
17 mags are vuirs to make the [ 
Lil CHER subscription multiplies many 
rt t pull of even the smallest promotion 
NW FOR FREE PROOFS AND DE- 
é ye UVBSCRIPTION PLAN. NO OBLI- 
‘1% : 
il rt TCHERS Inc, iF 2%" 8 
i ' ’ « New York City 


OM- Banner 


| a’ Story with 
local Angle Hits 


Wa a s 
leadership High 
son BeGErSMIP Fig 
ISt’s New York, Feb. 6—A Page 8 
lege Bory »bout a local boy who waited 
the ree nonths within enemy-occu- 
ote Mbied territory in Belgium for the 
ese lied army of liberation won top 
- nterest in readership in the Nov. 
Sun, Durham, N. C., according 
‘\U- HP study No. 75, latest in the Con- 
the BR.uine Study of Newspaper Read- 
ies- Hi -chip conducted by the Advertis- 
u of Bx Research Foundation. 
ness A This human interest account, 
xec [espite competition from vital 
the ews stories, attracted the most 
en and women readers of the 
ee pening paper, 79% of the men 


est-read stories for 
mong women readers, 


n their 10 best. 
Pollsters Rated High 


ember elections, 


litical poll results: 
nen and 18% 


attracted a high 


nd 75% of women readers. The 
story, headlined “Alarmed 
Inns Rush Aerial Aid to Luzon,” 
ame in second with men readers 
but failed to rate among the 10 
women. 
not one 
‘the 10 best-read stories was on 
he front page, and all but two 
re local in character. Men read 
nore national news, however, only 
our local stories being included 


Besides rating stories about the 
tivities of candidates in the No- 
the study for 
he first time presents a figure on 
he percentage of people who read 
37% of the 
of the women read 
he Crossley poll story which ran 


readership 
nong both men and women. The 
ified ad section ranked 20 per- 
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ship among men than the all-time 
median, and was second among all 
studies made to date. Jimmy Fid- 
ler’s column, checked 10 times 
during the continuing study, hit a 
new high for men with a 30% rat- 
ing, while his rating of 31% with 
women put the column in fourth 
place out of 10 entries. 

A 990-line ad run by Lydia E. 
Pinkham Medicine Company at- 
tracted 14% of men readers and 
26% of women, ranking first over 
all national ads for women and 
second for men. Previous Pink- 
ham ads studied did not exceed 


90 lines—and scored 1% for men 
and 3% for women. 

Readership of a news story about 
the community fund drive fell far 
short of the mark set by an ad- 
vertisement for the fund, although 
many who missed the ad read the 
news account and vice versa. 


Braniff Lowers Rates 


Braniff Airways, Dallas, has re- 
duced by 30% the domestic air ex- 
press rates on newspapers, maga- 
zines, and other periodicals shipped 
on the Braniff system. 


Bee Stations Seek FM 
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‘Lang Names Hicks 


McClatchy Broadcasting Com-| 


Lang Fashion Tours, New York, 


pany, Sacramento, Cal., has filed|/has appointed Hicks Advertising 


application with the FCC to install | 


Agency, New York, to direct ad- 


frequency modulation at two of its | vertising of its fashion shows. 


stations, KFBK, Sacramento, and 
KMJ, Fresno. 


Blair Elects Director 


George W. Bolling, vice-presi- 
dent and manager of the New 
York office of John Blair & Co., 
radio station representative, has 
been elected a director of the com- 
pany. 


AC) Looking For A New Line ? 


“AS 


‘~S Then we have it. 


VITAMINS is the 
big profit field today. Let us pack 
you a good Multi-Vitamin or 
Complex formula, under your own label. We 
can handle a few more good accounts. Write 
today for complete information 


THE GIBSON COMPAN 


Gibson Bullding 
Harlan 2, lowa 


In 1944 TVA produced 12 billion kilowatts 


of electricity, which is half 


the private utilities in America produced 


when we entered World 
with its 20 huge dams is 


11% of America's hydroelectric power 


and represents the largest 


system in the world. TVA's output is suf- 
ficient to furnish every family in America 
with electricity. Small wonder some of the 
largest industries in the world are now 


utilizing TVA's enormous 


low-cost power. The remarkable pros- 
perity and growth in the wake of these 
tremendous new industries have made 
Knoxville one of the outstandingly impor- 
tant markets in the country. 
month Knoxville's business gains are 300°, 
to 600% greater than national average. 


SOME OF WORLD'S 


as much as all 


War |. TVA 


now creating 


single power 


reservoirs of 


Month after 


_ LARGEST 


INDUSTRIES NOW IN KNOXVILLE 


Knoxville is one of America's 
largest textile centers. 


a 


Clinton Engineer Works is one 
of the largest projects ever con- 
ceived by man. 


Alcoa plant is world's largest 
factory under one roof. 


Eastman, DuPont, Reynolds 
Metals, Union Carbide have 
Knoxville plants. 


KNOXVILLE 


Wim te 28. 


a 4 mareenn, 
— 


ir 
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TVA, however, represents infinitely more than a power project. 
As the largest and most successful regional planning development 
in American history, it has raised the living standards and oppor- 
tunities of every family in its area. One noted writer states: 
“Thruout the world there is more interest in TVA than anything 


else being done in America." 


TVA has effected flood control, 


soil-rebuilding, reforestation, increased electrification, improved 
water navigation. As the heart of the entire TVA development, 
Knoxville has the greatest future for permanent growth of any 


American City. 
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The purpose of compulsory 
military training, as advo- 
cated in this article by the 
President’s right-hand man, 
is to insure peace, by force if necessary. 
A highly trained reserve citizen army, 
Mr. Hopkins points out, is our surest 
guarantee that future aggressors will not 
threaten our liberties again. 
International relations are beyond hu- 
man prediction. In the years to come 


We 


THE CROWELL- COLLIER PUBLISHING COMPANY. . 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 


by HARRY L. HOPKINS 


after peace, who will be our potential 
enemy? Certainly Germany and Japan 
will not forget all that we have done to 
crush their bids for world conquest. 

Whether you agree or disagree with 
the principle of compulsory military 
training advocated by Mr. Hopkins in 
the March issue of The American Maga- 
zine, this authoritative article should 
prove of vital interest to every American 
parent and patriot. 
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DOUBLE EXPOSURE 


Ever since ancestor Adam got himself 
ribbed by Eve in Eden, this old earth of 
ours has been a two-sexed affair. 


This fact, with rare exceptions, is the clue 
to successful advertising . . . advertising 
that appeals to both sexes, to male and 
female, husband and wife, son and 
daughter. 


Experienced advertisers know _ this. 
That’s why more and more of them are 
showing an increasing appreciation of 
the advertising values of The American 
Magazine. 


It’s edited with dual sex appeal .. . edited 
to double-expose advertising to millions 
of women, millions of men, multimillions 
of aspiraticnal Americans who buy The 
American Magazine cn the newsstands, 
who subscribe, or who beg, borrow, or 
steal somebody else’s copy. 


Share your American Magazine, then save it 
for the Government's waste paper drive. 


250 PARK AVENUE, NEW YORK 17, N. 
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_. BUSINESS CHART OF THE WEEK . .. THE PAY-OFF . . . OTHER FEATURES . . . 
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Box Score of the Top Rating Radio Show 
THE BOB HOPE SHOW FOR PEPSODENT 
Rank 
Hooperating (January 30).......... ees eeteees 34.1 1 
Sets in Use (January 16, 10-10:30 EWT)....... 43.5 2 
SNE CU LETT CERT ERE 78.3 1 
Sponsor Identification .........-----+++++ eee 82.3 37 


Audience response to 88 gags: 
(Hope monologue, Hope-Colonna, Hope-Ennis, 
Hope-Cotton Queen, Ennis-Cotton Queen, Hope- 
Langford, Hope-Vague, Vague-Colonna, Vague- 


Langford) 


Gags applauded ........ 
TT Sa eee 
Mild laughter .......... 


» 


Audience response to 2 commercials: 


Poor Mirium song applauded...............-- 2 


* 1. January 16, 9:30-10 EWT 


* 1. Lux Radio Theater 
2. Fibber MeGee & Molly 83.4 


February 6 program from Memphis, Tennessee 
Applause for entrances, songs, etc.: 


PROMO CUIEANOG 6 onc este e ess ces eeneeeseee. 
Colonna entrance ....... 
Ennis entrance ......... 
Ennis orchestra number. . 
Cotton Queen entrance. . 
Cotton Queen exit....... 
Langford entrance ...... 
Langford song .......... 
Vague entrance ........ 
Sf eee ree eee 
eet es eee 


| 


1] 


88 


914 
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As the techniques of advertising de- 
lop, the men who count most are not 
the rugged individualists but the ones 
vyho work with, and stimulate, the team. 
Trell Yocum, for example. 
He would be the last 
grab eredit for the 
t that in five years 
nual billings of 
nn Advertising, 
ave quadrupled. 
 and=e serving 
ccounts, he em- 
s, have been 
‘ill continue to 
team operation. 
e years happen 
1e period he has 
as vice - presi- 
charge of new business. But bill- 
old accounts—mainly Procter & 
—also have been stepped up in 
riod. 
‘r, contact man, sales executive, 
relations man, Trell Yocum brings 
experience to his job. 
in Mechanicsburg, O., in 1894, and 
ted from Ohio State University at 
us, Yocum started with a grass- 
pproach. He wrote for the Ohio 
, the Michigan Farmer, the Penn- 
; a Farmer, and for the Columbus 
4 h and Cleveland Plain Dealer. His 
career in World ar I was termi- 
it the end of only eight weeks, due 


Trell Yocum 


TRELL YOCUM 


to an appendicits operation. 

Then Herbert Hoover brought him into 
the Food Administration to handle trade 
and technical publicity. After the war he 
went with Crowell Publishing Company 
as managing editor of Farm & Fireside. 
When Crowell bought Collier’s in 1922, 
Yocum moved over to the editorial staff 
of the weekly. 

He was hired by American Petroleum 
Institute, New York, as its first public 
relations director, in 1925. That was 
shortly after the Teapot Dome exposures, 
and the oil industry felt the need of a 
consistent and constructive program ad- 
dressed to the public and their own 
employes. 

The job worked out so well that Trell 
Yocum’s opinion was sought by other 
organizations, not only on public relations 
but on advertising. In 1930 he went to 
Young & Rubicam as an account execu- 
tive. Working first on Cluett, Peabody 
& Co., he was later placed in charge also 
of Bankers Trust Company, Centaur 
Company, and the cheese division of the 
Borden Company. From such men as 
Robert Palmer and A. O. Buckingnam of 
Cluett, Peabody, Harold Thomas of Cen- 
taur and Stuart Peabody of Borden, as 
well as Y&R executives, Yocum learned 
more about advertising and team-play. 

After repeal, Y&R had a chance to get 
two liquor accounts . and decided on 
the smaller, Frankfort Distilleries, Inc. It 


billed only $200,000 then. Five years 
later it had grown to $3,000,000. In 1935 
he joined the Frankfort company as a 
vice-president, working on sales in mo- 
nopoly states, chiefly Pennsylvania. He 
didn’t like the liquor business, though, 
and went back to Y&R as manager of the 
new business department, under Sigurd 
S. Larmon, then vice-president. 

In 1939 Yocum moved over to Compton 
as vice-president in charge of new busi- 
ness and a director. P&G represented a 
considerable part of the agency’s billings 
then. It represents about half of the bill- 
ings now. 

Yocum disclaims any personal credit 
for Compton’s growth since he has been 
there. When confronted with compara- 
tive figures of 1939 billing and that of 


1944, he said, “Our growth may be 
attributed to a fine sense of team play 
which exists in this organization. If any 
single name deserves mention it is that 
of Dick Compton, who has brilliantly 
quarter-backed our entire operation. He 
firmly believes that the only sound basis 
for agency growth is to do a top-flight 
job for the clients you have.” 

Solid (195 pounds), genial, modest, 
Yocum comes from Swedish and Dutch 
stock which has had several centuries in 
which to get Americanized. His Swedish 
forebears have been here since 1638. 
Twenty-seven years married, he has a 


son in the Marine Corps and a daughter 


married to a Marine. Increasing responsi- 
bilities haven’t interfered entirely with 
his trout fishing. 


the | ag - Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY ELON G. BORTON 
Advertising Director 
La Salle Extension University 


If the Pay-Off article of last week led 
you to dream about starting a mail sell- 
ing business to make a fortune, the ad- 
vice of the experts to whom I have talked 
is that you don’t go any farther than 
dreaming about it. They say that the 
field is strewn with the wrecks of at- 
tempts and that you are likely to lose 
your money and even your shirt. 

Amount of capital available doesn’t 
seem to be the determining factor, 
although it counts importantly. One busi- 
ness, now up in big figures, started with 
$1,000—$500 from each of two partners. 
Yet two men of good experience started 
with $10,000 and lost that; started another 
project with $10,000 and lost that; only on 
the third attempt did they succeed. Big 
wealthy concerns have tried to develop 
mail selling businesses and failed. But the 
man with a shoestring treasury has two 
strikes on him before he starts; he has 
so little chance to experiment and test. 

The two really important factors seem 
to be (1) the right product, and (2) a 
man with merchandising sense and im- 
agination. 

Apparently the product must be one 
that a sizeable group of the public will 
buy and one that can be sold for one dol- 
lar or more. It doesn’t seem to make 
much difference if the article to be sold 
can be purchased conveniently through 
ordinary channels—people will still buy 
it by mail even though they can get it 
at a store nearby—but it is easier if the 
product is a little difficult to get in the 
usual way. 

These experts warned against articles 
selling for less than a dollar unless you 
can combine several articles for a larger 


Gb, UNMMCSS Chart of the hee =: see 


sale. Their argument was that a sale of 
less than a dollar does not allow enough 
margin for cost, losses and profit. There 
was no apparent agreement on the top 
price that might be successful. Cor- 
respondence courses, with which I am 
familiar, will probably average just above 
$100 per unit. But most of the products 
sold by mail in these specialized concerns 
seem to run between one dollar and ten 
dollars. 

Somewhere in each such business must 
be a man or woman of infinite patience 
and vivid imagination. Hours can’t mean 
anything—the moving spirit must eat, 
drink, sleep his business. Ten, twelve, 
fourteen hours a day of work seem to be 
the rule, at least in the early stages. And 
usually there will gather around the 
leader one or two others of like spirit and 
devotion. It doesn’t seem to be the in- 
come primarily that stimulates them— iit 
is the fascination of beating a difficult 
game, 

The thought and attention that such a 
business takes seems unending. Test, 
check, test is the rule. Watch everything 
that others do to see if something can be 
adapted from it. Study constantly for 
new ways of offering your product, of 
adding a new product or variation of the 
old, of including a premium or making a 
combination of two or more products. 

The physical details of the mailings are 
important, too, since businesses usually 
work on a surprisingly small margin. One 
operator mails only his printed booklet 
and leaves out any accompanying letter, 
since he has found that such a letter does 
not pull enough extra sales to offset even 
the minute cost of a form letter. Another 
cut down slightly the size of his return 
coin card and eliminated one die-cutting 
process in it—and saves $7,500 a year. 
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Douglas R. Oliver, who re ently 
resigned as director of the ‘ 
Travel and Publicity Burea’ 4% 
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Hutchins Joins Fawcett | LT ee LCL oo a | sentials which will go toward the|every ten of them will b as] 
Harold Hutchins, former adver-| “© hay Al H, iD Vn tZ, Vi, Vil, “a ti : amp fe in oe’ ae me ted b d J 
y i l , fo dver-| “3 “n Vk~POL AL) EF teh f arketing experts in the pre- projecte reakdown 
. % Cetng Ciector ¢: Hiinnen eee | = DSATUAT, — * GYILSIALIIGS war years had advocated balanced | percentage against the 1941 — 
| odicals, New York, and previously | ~d : : selling—calling for a certain per- tigure of 2,516,700 Canadiar im 
.\ editor of American Druggist, has “MN How. Business and Industry Are Preparing for a Peacetime World centage of motor oil, lubrication, | lies, the 30% figure would jy joa. 
; eres ae cr pang 4 Mg bc ohoda — = . and tire, battery and accessory |a potential market for 762,0: se 
* ce’ ublications, New York. While . \lack of merchandise made it pro-| business for every 1,000 gallons of|cars postwar; 300,000 of th oa, Whe 
with the drug paper, Mr. Hutchins rg vat Rasen: oie hibitive. Another tral, in Boi gasoline. In 1939, a Department] would sell immediately upor po: ry 
supervised the Drug Whirl, fort- to be Shopping Center and polishes, was given up when|0f Commerce survey disclosed that | war production. “arc 
nightly newsletter to the advertis-| he gasoline service station in|qisplay booths became unavail-|gasoline and motor oil sales ac-| Forty-four percent of all ‘ay ns 
ing, drug and cosmetics fields,|the postwar years may well be-|aple. — counted for 84% of the business.|dians expect the postwar « io 4, MMe | 
c tn nan te ee he will| come a shopping center for its!" During the war, however, some | Today, it is estimated that servic-| have radical improvements. wit din 
: : revive under another name. community, although Standard Oil) stations have had to place greater | 198 and sale of unrelated items more economical, better er ines. vs 
. of New Jersey, for one, has n0O| emphasis on car supplies and serv-| account for some 40-50% of the| fluid drive; automatic gears) ‘ting em § 
program which includes selling ap-|jces and boost such items as|8rOSs income. } greater room comfort and eke y-t 
, pliances and radios through its};ousehold appliances, seeds,| In general, the industry is ex-| lines. Opinion as to the pro ab; 
dealers. Moreover, the extent to) aspirin, sporting goods, etc. pected to spend millions in re-|cost of the postwar car is di. ideg 
which its stations will handle any ; : habilitating and equipping stations, |27% thinking it will be cheape. 
merchandise unrelated to petrol- Others Plan Expansion and in building new ones, and its | and 28% believing that price: \yj) 
eum products will be decided by retail function will be an impor-| go up. ad 
the dealers themselves, a company Two companies, Pure Oil and/tant factor in the national eco- * * & 
official pointed out. Standard’s| Phillips, have already made plans | nomic structure. Will California develop its ow, 
. A 28,000 dealers are obliged only to|/to handle refrigerators, stoves, bd ig silk producing industry postwar 
“ ; carry the company’s branded gaso-|radios, ironers, washing machines| The Canadian automobile mar-|A4 Los Angeles County state as. 
: line. and other heavy lines. These are| ket is ripe as a plum, according to|sembly committee has advance, 
J : In the spring and summer of|to be warehoused by the com-/a survey made by the MacLean| evidence that such an indusir i 
4 1943, Standard tried merchandis-|panies and delivered in company| Publishing Company. Reporting| feasible. Conclusions arrived at j; 
ing of unrelated articles during its| trucks to dealers. on a study of opinions and buying|the committee’s study point oy 
“Brookline experiment,” when one Admitting that the main job of | trends of Canadians from coast to| that California has “the most dea 
station was chosen to sell a variety|a station is the selling of petrol-| coast, the MacLean survey finds] ¢limatic situation for the produe 
“ of items including slacks, toys and|eum products and the servicing of | that 30% of all families have de-|tion and manufacture of silk a 
even flowers. The trial was aban-|cars, the additional lines are be-| cided to buy new cars when they|any place in the worid”: that 
doned when sales expense and|ing recognized as part of the es-|are available, and that six out Of| American machinery can 1: hae 
pines go labor; California cay 
produce three crops annually to 
Oe ene Japan’s one yearly crop; the qual. 
, = 4 ity of California silk is 60% better 
B a eee a esate iis FRA eA ae than that produced in Japan: 
. a Boos .,. ‘ * > s cota : q special skill is required to be q 
: 5 : H POSTWAR PLANNING 3 grower and $1,000 to $1,200 an aer 
5 . q can be derived annually from th 
. 3 a. BULLETIN NO 6) oe = production of silk, 
$ . 4 % BS Bo 
: 1 ; A survey of the nation’s leading 
“ 4 building products manufacturers. 
n reported in Architectural Record 
a indicates that most manufacture: 
{ O who are now in war materials pro- 
« 4 duction will resume production . Rad 
ow Many Postwar Radios nt thay Sate inate ne'er Be 
4 ment they offered before the war, Heculs 
E a “with some improvements and MRever: 
ag * * Sg 4 modifications.” bis ol 
, 2 1 inne sota W Analysis of the statements from fibortec 
bd 4 255 manufacturers shows that new fork 
¢ building products to be put on the cle 
i MINNESOTA POLL* discovers 286,650 Minnesota families want new radios after the war. j a. will = Bai: ag igh . Bd 
8 which were developed before th 
; § war and were about ready for the 
* a market when restrictions were im- fh... 
7 . posed. vost 
3 i _ “Innovations of a radical nature f.. , 
3 3 in materials or design,” Architec- BBntyr 
F| tural Record declares, “for the Lech 
A most part will come later after HB; , 
i periods of development, research 
5 and testing in laboratory and i: 
4 the field — activities which hav 
2 2 | been suspended or drastically lim- 
q j qd ited in extent in these war years 
t ' 4 Leam Is Publisher 
Hg . 7 
3 a of ‘Baby Talk’ 
& Baby Talk, referred to in Ap- 
“ y q VERTISING AGE (Jan. 29) as “owned 
|and distributed by General Diape! 
j Service,” is published by Lean 
a Publishing Corporation, New York 
| 4 not by any single diaper service 
or group of services, according t 
ag 5 WHAT KIND DO YOU WANT ? HOW MUCH WOULD YOU 4 L. M. Billingslea, vice-pr¢ lent Pri; 
4 83,000 families want a ‘“‘radio with television.” PAY FOR IT? 4 in charge of advertising f« = 
( g 69.000 families want a radio-pt sranl ‘i ines ., publication. Mr. Billingslea pointed 
: IY, amiullies want a radio-phonograpn. ( ity Town Farm , out that the 52 diaper servi: act 
d 57,000 families want a new floor model radio. Less than $50 16% 27% 25% 4 as distributors just as do the more 
43.000 families want a new table model radio. $50 to $100 45% 40°; 49°; 3 than 100 department store and 
‘ hi ai NS SOT eae $101 to $200 O70, 256: 99 C7 specialty shops which distr but 
37,000 families want a new car radio. arf ae 76 taal, the magazine. 
- | 14,000 families want a new portable radio. More than $200 12% 8% 4% 8 5 a htm ata fi esident of 
‘ = 7 : é a isnl ‘orporat 1S 
} 11,000 families want an F.M. radio. (Cities: more than 2,500 population. Towns: ¥ ania per of the General 
(Some families want more than one radio). 2,500 or less.) Diaper Service, which own yme 
* a reg) cohen but other oor ‘ys 
; ices also own stock, he saic 
: TODAY 94% OF MINNESOTA'S 735,000 FAMILIES é astanabeiipaeniias 
| fe OWN A RADIO. 5 Oliver Joins Agency 
as 4 
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Whe directors of the American 
ry \ssociation meet in Chicago 
mrch 7 they are expected to lay 
ins for additional advertising 
; public relations activities, in- 
jing expansion into a dozen 
ey states this year, thus giving 
hem elective coverage of at least 
wo-th rds of the country. 
* * 1 
Brand dominance that really is 
minant is shown in the Farm 
wna! continuing study of farm 
wnily purchasing for canned 
oups. Campbell got 65.5% of the 
varket in 1941, 79.1% of the 1942 
market, and 80.2% of the 1943 
harke:, With total purchases 
hwing a slight increase from 
rar to year. The next highest 
hare of the 1944 market went to 
finz, with only 2.3%, and A&P 
ups were the only others ac- 
unting for as much as 1% of the 
market. They got 2%. 
* * * 
Although Chevrolet’s annual ad- 
ertising expenditure has been 
educed from the prewar peak of 
pout $18,000,000 to about $7,000,- 
00, including dealer cooperative, 
his division of General Motors 
lone continues to rank high 
mong the nation’s advertisers. 
hevrolet, for example, is up 
ront, with Coca-Cola, among ad- 
ertisers in outdoor media. Gen- 
ral Motors as a whole may spend 
early $20,000,000 in 1945, as 
mpared with its peak figure of 
40,000,000. 
oo * * 
Radio lines: The doctor per- 
mnitting, Fred Allen will be back 
egularly on a network next fall. 
everal advertisers—among them 
bis old sponsor, Texaco—are re- 
rted interested. .. The Blue Net- 
vork to date has not been able 
clear time for the proposed 
. S. Steel Theater Guild series, 
hrough BBDO. 
* * * 


Media continue to be big adver- 
isers. Fawcett Publications are 
hosting their promotional budget 
his year 20% to $600,000. The 
biturday Evening Post and NBC 
ach are reported to be spending 


1,000,000. 
: ££ * 


Schenley Distillers Corporation 
as just switched two more of its 
otal group of 250 brands from 
he inactive to the active list. 
lagazine advertising has started 
or Old Stagg (through Peck Ad- 
ertising Agency) and Old Ripy 
through Weiss & Geller). Both 
re straight bourbons. Advertising 
‘ans for them have not been com- 
pleted. A new Schenley whisky is 
red Top, to be advertised through 
lcCann-Erickson. 
* * @ 


Printers and publishers who 
ave been bemoaning the shortage 
{ linotype operators are willing 
0 admit now that it’s an ill wind 
hat blows nobody good. The sus- 
nsion of racing publications as 
he result of the official ban on the 
port of kings for the duration has 
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‘ou want... 
TAKE 


NEW HAVEN 


‘he Register is rated* the 
ith test market in the U. S. 
—2nd in New England. With 
’ minimum cost you reach 
itban and suburban popu- 
ation. 
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“mm | Graphics Institute 
: Holds Army Display 

Graphics Institute, 5 East 44th 
St., New York, is exhibiting, this 
, : ; month, 16 wall charts prepared for 
resulted in releasing a consider-|the U. S. armed forces institute 
able number of linotype experts|/for use in its program of postwar 
to other divisions of the publishing | education of servicemen. 
business. A new service requiring The aim of the charts, said 
a special type of tabular composi-| Herbert C. Rosenthal, planning 
tion, which expected great diffi- | director of the institute, is “to pic- 
culty in obtaining men, has been|torialize entire chapters and sec- 
able to supply its needs from the| tions of the texts chosen, on eco- 
compositors released by the turf| nomics, management, history, etc., 
publications. thereby telescoping the major 


39 
points in the book into a dozen or|tation for Bloomingdale’s, New 
fewer charts.” | York department store. He will be 

|responsible for selection of new 
: |materials and methods of pres- 
Butler Promoted |entation of merchandise. 
Ralph Butler, producer for | 
such programs as “‘Adventrires of 
the Thin Man,” and “Joyce Jor- Aen Rena 
dan, M. D.,’”’ has been named day- | =e ” a _ FILLING-IN x 
time production supervisor in the ING “yi 


Y&R radio division. 


| MULTIGRAPH : a 
2 ADDRESSING — GRAPH ane 


Richmond Named by se mpeiget aR is 
Howard K. Richmond, formerly|| THE LETTER SHOP, Inc. 
art director of Life, has been ap-| | 431 8. Dearborn St., Chicago 5, Illinois 


pointed director of visual presen- 


THE CHRISTIAN SCIENCE MONITOR 


“the a for 


having wrought well - ‘ 


Designing, engineering, construction, have made Norge products 
a part of the home-planning tradition, Rollator refrigerators, Norge 
electric and gas ranges, Norge washers and home-heaters appear 
on the lists of thousands of postwar home-makers as well as those 
of retailers of value-established home appliances. 


The Army-Navy ‘’E”’ hangs over the Norge Division of Borg-Warner 
Corporation now, and war assignments claim output precedence, 
yet its appliance planning continues. In support of this planning 
The Christian Science Monitor is proud of its service as a medium 
for the Norge advertising message. Of that support, Howard E. 
Blood, President of the Norge Division, writes: 


“| like to think of The Christian Science Monitor as one of the 
Norge workers, and certainly it would be as one of those workers 
who has ‘wrought well.’ 


“We have used the Monitor for fourteen years, and the job it is 
doing for us is evidenced by the fact that the color pages we now 
use represent a much greater investment than our early schedules. 


“We consider the use of your paper an important link in any specific 
promotion program, and a definite necessity in the matter of a long- 
haul public relations job. 


“We are using the Monitor now (when we have virtually nothing 
to sell) because we are ever conscious of the loyalty of your readers 
and because we believe that when new products are available these 
same readers will surely be among the first to buy them.” 


AN INTERNATIONAL DAILY 
NEWSPAPER 
Published by 
The Christian Science Publishing Society 
One, Norway Street, Boston 15, Mass 
BRANCH OFFICES: 


New York Chicago Detroit Miami 
Kansas City San Francisco Los Angeles 
Seattle London Geneva Sydney 
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To Strauchen & McKim 


John T. Nolan Jr., formerly 
director of publicity of Gruen/|the 
Watch Company, Cincinnati, has| New York, has joined Wyeth, Inc.,| York, has been named manager of 


Directs Wyeth Publicity 


Richard Roley, formerly with 


Parrish Boosts Levine 


+ s 
David T. Levine, account execu- Owens-Illinois 


Fred Eldean Organization, | tive with Amos Parrish & Co., New 


| 
al 


joined Strauchen & McKim, Cin-| Philadelphia ethical drug house,|the national advertising agenc Sh Gl I] 
ro ‘ division. 7 63 OWS ass $e 


cinnati, as account executive. 


as director of public relations. 


in Colorful Film 


Chicago, Feb. 6.—Glass packing 
is sterile, colorful and facile, 
Owens-Illinois Glass Company 


Advertising Age, February 12, 1945 


partment to supervise all Owens. 
Illinois production of motion pie. 
tures and slide films. This depart. 
ment produced the current films 
although some technical efi cts 
were obtained through cooperation 
with the R. G. Wolff Studios ang 
the Walt Disney Studios, Hi: lly. 
wood. Any other Owens-Illinois 
department may call on the film 
branch under the new setup. the C 
personnel division using films to — cen’ 
cope with the manpower shortage § of 
problem, the sales branch using § vote 


: ie : demonstrated to an audience of = > show products and their 2 
: i newspaper and trade representa- «Ent phy 
tives through a presentation, Feb.| Distribution of the films is ex. J har 
2, of its “plant produced” films | Pected to reach its greatest eff. J a fo 
7 at the Hotel Sherman. The films|°!ency after the war, with the “ 
. are “Glassing in Duraglas Contain- |C°™Pany planning to produce films § cele 
eee, j ers,” a 28-minute technicolor pro- | ¢X¢lusively for schools, adult ed. § man 
b> : ie duction, ‘“Heat-Treated Safedge|UCation, civic and commercial § a go 
; ; a Glassware,” a 12-minute color |8™UPS on a nationwide basis. post 
_ - narrative, and “You and Owens- Tells Entire Story Dail 
aa 4 4 Illinois,” a 28-minute color film ss a ; . de 1 
: ™" ; describing employe activities and PI sare | a ae “y 
. =e Se a bhi benefits. Ss, Ww ‘ re to em- § 2 
; *DATA ON REQUEST % Owens-Illinois has for the past | Phasize portions of the picture ang J And 
Be ten years used motion pictures,|®@"ration, follows the complete § run 
TCH e (COLUMBUS slide films and other visual aids |P@cking cycle, from picking field J page 
; td in training and sales promotion | ‘® plant processing, on through to prac 
‘ programs. in January, ida, the| the consumer's table.” Production J 
company organized a special de- grape juice, catsup, mayonnaise. hear‘ 
’ salad oil, syrup and baby foods pher, 
—- progressing from raw _ products § down 
into the glass containers carrying rated 
the brand names of leading na- § ever 
tional advertisers. eye— 
Especially designed twisters, § the n 
sorting discs, spacing wheels, cas. § in wi 
ing machines, agitators, vacuum- 
izers and labelers are _ identified 
by the narrator and their func- “TI 
tions depicted and_ described, § of tyr 
Throughout the film, brilliant with § of ty 
| the colors of the fields and their § my 4 
varied products, the theme of § opule: 
clean, clear, glistening glass is § ‘uncti 
driven home, and its easy packing § sis is 
and handling emphasized. of a | 
With many scenes taken at the § insepa 
Libbey plant in Toledo, “Heat- @ preser 
| Treated Safedge Glassware” makes § Caxto: 
frequent use of animation to sim- § ‘ey \ 
plify explanation of the technical ‘No! 
processes involved in giving tum- § small 
| blers increased resistance to blows § Dut. t 
and sudden changes in tempera- ff “0thic 
| ture. The “Heat-Treated,” tech- § ® Tea' 
nique, a further development of § “king 
[the Safedge principle developed § © dre 
by Libbey 20 years ago, anneals §% typ 
| the wall surface of the tumbler, J The d 
This process proved so successful § ** Wa 
for the rims of the glasses that § fac 
Libbey gives an unconditional § “ould 
guarantee against chipping at the and his 
rim. At present the heat treated § 4%: 
glasses are available solely for§ . _ 
military and institutional use. ora 
In the film, “You and Owens- a ¢ 
Illinois,” stress is laid on the work- § 4s b 
ing conditions at the company ™ “essed 
plants, the loyalty of old and new ot 
employes, the plant social organ- Dry 
izations and living conditions of "The 
the employes. ai _ 
Public relations management o ot j y 
the film presentation is handled by ats? 'T 
* Steve Hannagan, New York. J 9 art.” 


You can help him. wis ship is a Merchant 
Freighter — which can’t leave port. The reason: not 
enough hands. The captain needs experienced hands 
who know the sea like their own back yard. Men he 
can count On to get a ship’s supplies through...on 
time. For he knows that many a soldier's epitaph 
can often be written in a freighter’s log. Made port 
two days late... means that the ship's supplies may 
have arrived too late to save the lives of a few hundred 
boys. You can help him put his ship out to sea by 
donating some of your advertising to the recruiting 
of experienced seamen who are now on land. 


The need is desperate. ‘There are hundreds of 
Merchant Marine captains who are short-handed. In 
the next year they're going to need 43,000 experienced 
seamen. 5,000 in the next two or three months and 
some 3,000 a month from then on. Right now, nearly 
twice as many men are leaving the sea as are being 
recruited. The situation is desperate— it’s America’s 
most critical manpower shortage. Ask a captain about 
it,and he'll tell you there are some 225,000 experi- 
enced seamen now holding land jobs. He’s confident 


The War Advertising Council, 11 west 42nd street, New York 17, N. Y. 


they'll come back — if they're made to realize how 
vitally they're needed...through advertising. 


Here’s how. The War Advertising Council has pre- 
pared a booklet, entitled “‘SOS.’’ It explains how you 
can help in this recruiting drive by incorporating mes- 
sages in your own advertising, or using complete ads 
prepared for you. Every captain in the Merchant 
Marine Fleet sends out this ‘SOS.’ Won't you answer 
their cali... by writing or wiring to the War Ad- 
vertising Council for this helpful booklet, right now? 


on the chairman nearest you. 


‘lof Air 


Walter Thompson is the Owens- 
Illinois advertising agency. 


Blue Names O’Connell 


Frank O’Connell of the national 
spot and local sales staff of the 
Blue Network in Chicago has beet 
placed in charge of the newly- 
created Chicago sales office for tht 
Blue’s cooperative programs 4iv# 
sion. 


Faulkner Appointed 


Stewart Faulkner, active in 
transportation and manufacturing 
for the past ten years, has bees 
named assistant to the presidém 
Express Internation 
Agency, New York, in chargé” 
sales and advertising. 
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Information and guidance may also be secured from regional headquarters of the Council's Sponsorship Committee. Call 


BOSTON: F. F. Munroe, Curtis Publishing Company + NEW YORK: John E. Smith, McCall Corporation + ATLANTA: T. C. Allen, 
Time & Life, Inc. + DETROIT: Charles B. Field, Curtis Publishing Company + CLEVELAND: Merrill H. Boynton, Curtis Publishing 
Company + CHICAGO: Norman C. Green, Crowell-Collier Publishing Co. + SAN FRANCISCO: Wolter Loper, This Week Mag. 


CANDY INDUSTRY |” 


’ 


a 33 W. 42nd St. 
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“| A Strange Notion: 
| He Thinks Type 
“| Should Be Legible 


the Chicago, Feb. 7.—Howard Vin- 
te cent O’Brien, popular columnist 
ige | of the Chicago Daily News, de- 
ing yoted considerable space yesterday 
eir | to a vigorous attack on typogra- 
phy which may look good but is 
“— hard to read. “Type is a tool—not 


ffi- a form of art,” he concluded. , 

the “When somebody—a corporation 
ms celebrating a hundred years in the 
od. manufacture of carpet tacks; or 


ial | a government-in-exile, looking for 

postwar business,” remarked the 

Daily News pundit, “gets out a 

de luxe book, the format is sure 
ine § to be of such a size that it will 
m- not fit in any normal bookcase. 
and And almost certainly the type will 
lete § run from one side of the broad 
eld § page to the other, thus making it 
1 to @ practically impossible to read. 
tion “The designers of these mon- 
les srous tomes must never have 
‘ise § heard of the late great typogra- 
ods | pher, Benjamin Sherbow. He laid 
ucts | down the simple axiom—corrobo- 
ring rated by every scientist who has 
na- @ ever studied the behavior of the 

eye—that the smaller the type, 
ers, § the narrower must be the column 


ras- in which it is set. 
re Legibility Limited 
mr “This is really ‘functional’ use 


bed of type, since the primary function 
vith @ of type is to be legible. Yet on 
heir @ my desk at this moment is an 
of @ opulent volume, dealing with the 
; js @ functional in architecture. Its the- 
king § sis is the sound one that the use 
of a building and its design are 
the @ separable. But how is this idea 
eat. @ presented? Well, if Elzevir or 
akes @ Caxton or Bodoni ever saw it, 
sim- § ‘hey would die a second time. 
nical “Not only is it set in type as 
‘um- @ small as this, eight inches wide, 
lows § out the type itself is a bastard 
yera- @ Gothic—the hardest possible type 
ech- § © Tread. While the author keeps 
t of @ “king about ‘function’, his words 
oped 2 dressed in the worst violations 
neals jm of typographical common _ sense. 
bler, @ The designer must have thought 
ssful  M¢@ Was being very arty indeed. 
“that 2 fact, he was a clown who 
ional @ ‘ould be strung up by his italics, 
t the @ 2d his gizzard stuffed with molten 
caps, 
; for @ . Also on my desk is a rather 
elaborate presentation of some 
vens- @ 088 on the communication of 
vork- deas by the printed word. It is 
dressed in that most illegible of all 


re lypes — typewriter type — single 
rgan- Paced and with hardly any mar- 
ns of @ 820n the sides. 


‘There may be such a thing as 
nt of @ for art’s sake—but certainly 

hot in the ‘art preservative of all 
vie Type is a tool—not a form 
0 a we 


Marquis Buys Building 

A. N. Marquis Company, Chi- 
*ag0, publisher of Who’s Who, has 
burchased and will occupy a four 
‘ory building at 210 E. Ohio St. 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 


SUMANN & FABRY CO. 


Heads Chicago Publicists 


E. E. Hargrave, Jewel Food 
Stores, has been elected president 
of the Chicago Public Relations 
Clinic for 1945. John Canning 
Jr., Standard Oil of Indiana, is 
vice-president, and Manly Mum- 
ford, Borden Company, secretary- 
treasurer. 


AOAS Issues Bulletin 


To familiarize American manu- 
facturers with conditions and data 
pertaining to continental Europe 


and North Africa, American Over- 
seas Advertising Service, New 
York, is publishing a monthly bul- 
letin, titled “Your Prospective 
Foreign Markets.” The bulletin 
will cover additional countries as 
they are occupied by the Allies. 


Joins Coast Agency 


Stuart Choate, for the past ten 
years in the media department of 
Newell - Emmett Company, New 
York, has joined Botsford, Con- 
stantine & Gardner as director of 
media for the San Francisco office. 


To John Mather Lupton 


Industrial Steels, Inc., distribu- 
tor of stainless steel, and its sub- 
sidiary, Stainless Surface Harden- 
ing Company, both of Cambridge, 
Mass., have appointed John Mather 
Lupton Company, New York, to 
handle their accounts. Business 
publications will be used. 


Buys Cleveland Co. 


Control of the Cleveland Ice 
Cream Company, Cleveland, has 
been acquired by Bowman Dairy 
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Company, Chicago. Operation of 
the company will continue under 
President David H. Schlegel and 


no product or policy changes are 
planned. 


CORN = HOGS — OATS = CHICKENS 


vmrvwvup 


Picture of a team about to warm 
up for the Battle of the Century 


OME day the war is going to be over. Then: 
S reconversion. 

You've heard a lot about reconversion. But 
most of the worry-in-print has been about the 
business of turning bicycle plants back into 
bicycle-making. 

But there is another side to the reconversion 
picture. That’s the problem of getting peace-time 
goods distributed so ee that manufacturers 
can keep prices down and sell so much that our 
economy won't fall apart. Because if it should fall 
apart, we would have a lot of unemployment, and 
if we have a lot of unemployment nobody will 
buy anything, and... well, we have been to that 
party! J, 

Cutting distribution costs is where we come 
into this picture—the sponsors and the agencies 
and ourselves. 

Ali three of us are going to have to roll up our 
sleeves and fight a vital battle for industry and the 
public on the post-war’s most important eco- 
nomic front. 

Our objective is clear. Radio must be made 
more efficient, more economical, than ever before 
—and we're not overlooking the fact that the 
wise use of radio has always been the most eco- 
nomical way to sell goods. . 

How are we going to improve radio? 

First, let us recognize that the advertisers and 
agencies have done a remarkable job. By com- 
peting for audience they have helped to make 
radio a national habit and their joint efforts and 
ours have raised radio ownership from 10,250,- 
000 homes in 1929 to 33,100,000 homes in 1945. 


THIS IS THE PBlue NETWORK 


zg R 1 c 4 N B k 


THE SHOWS PRODUCED BY ONE AGENCY ALONE 
REACH AS MANY PEOPLE IN A YEAR AS ALL THE 
FILMS OF ALL THE STUDIOS IN HOLLYWOOD. 

Our own first job is to provide maximum phys- 
ical facilities to reach these millions. Today the 
Blue reaches over 21,000,000 homes. The num- 
ber is increasing. Recently we announced the 
addition of six important stations. As we prepare 
this advertisement, two more great stations eas 
joined the Parade to the Blue: WCAE, which has 
established the biggest local audience in Pitts- 
burgh, and WFBR, which covers the Baltimore 
mathit like a blanket. 

The second job is to help where help is sought 
in building Blue commercial a 

Take the problem of talent. By using sustaining 
time to develop shows the Blue’s new program 
department is uncovering low-cost talent that 
promises to deliver large audiences. Winners 
must be developed from the beginners. It is also 
pre-testing new programs on our own time to 
remove a percentage of the risk that’s always in- 
volved when a new show goes on the air. That's 
service to both agencies and advertisers. 

. After the war, the radio networks will be one 
of the greatest forces in the nation in helping us 
all lend on our feet. 

Our post-war eye, while it is on our competi- 
tive position, is more particularly on our poten- 
tial ability to help the U. S. industry to new levels 
of prosperity and a common agreement that if we 
will only continue to improve our way of life, it 
cannot be matched anywhere in the world. 

You can write that one down. 
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To Hold Testing Clinic dustrial personnel testing designed 
for industries employing a per- 
Purdue University, Lafayette,| sonnel testing program or contem- 
Ind., will hold an intensive two- | plating such a program. Fee for 
week course March 12-24 in in-| the course is $100. 


More Agency Moves 


C. Church More & Co., Los An- 
geles agency, has moved its offices 
to 412 W. Sixth St. 


THAT COUNTS 


IT’S WHAT YOU DO WITH CELLULOSE FIBRE 


Write him OFTEN—Make it SHORT—Keep it CHEERFUL— 


SEND IT V----MAIL 


The boys want more V+++—Mail, more newsy letters, more 


cheerful letters. 

They want to know how the family fares, who’s engaged, 
who’s married. They want to know who’s running the 
service station out on South Main Street, and why they 


tore the old butcher shop down. 


OXFORD 
PAPER 


COMPANY 


These are some of the thousands of items that keep our 
men in good spirits. These are links with home—home 


as they remember it, home as they dream about it. 


And be sure to use V+++-Mail to get the news to him 
fresh and fast. It’s cheap— only 3 cents. It always gets 
ye 3 : : 230 Park. Avenue, New York 17, N. Y. 
priority. It always flies. And it saves your Uncle Sam 

MILLS at Rumford, Maine 

and West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 


precious space because 1800 microfilmed V-+++- Mail 
letters will fit into a space the size of a cigarette package. 


The Oxford Paper Company is helping this cause right 


now, and glad to have the privilege, by making a lot of 
V+++—Mail paper. Many other Oxford papers—from map Included in Oxford’s line of qual- 
ity printing and label papers are: 
Enamel-coated — Polar Superfine, 
Mainefold, White Seal, Rumford 
Enamel, and Rumford Litho C18; 
Uncoated —Engravatone, Carfax, 
Aquaset Offset, Duplex Label and 
Oxford Super, E.F., and Antique. 


and offset papers to Oxford Super and Mainefold Enamel 
—are helping in the war effort as well. 


They are helping in hundreds of ways familiar to every- 
one. As important as any is bringing your thoughts to the 


Detailed Data on 
Exports, Imports 
Now Available 


information on United States im- 
ports and exports which has been 
withheld from the public since 
Pearl Harbor now is being re- 
leased by the Bureau of the Cen- 
sus, Department of Commerce, it 
was announced today by Census 
Director J. C. Capt. 

However, the release of such in- 
formation for periods subsequent 
to 1941 is subject to some restric- 
tions in accordance with prevail- 
ing security regulations. 

Detailed information on trade 
with foreign countries is limited to 
United States trade with Canada 
and Mexico on a 6-month delayed 
basis and with Latin American 
republics on. a 12-month delayed 
basis. Information is excluded on 
military equipment items, and on 
commodities which had been des- 
ignated as strategic and critical 
materials by appropriate govern- 
ment agencies. 


Other Information Given 


Statistics also are released on a 
12-month basis on total United 
States imports and exports of in- 
dividual commodities, showing no 
country detail. Data on strategic, 


Washington, Feb. 7.— Detailed | 


jcritical, and military equipment 
‘items are excluded. 

| Data on shipments of individyg 
/commodities between the Uniteg 
States and Alaska, Puerto Rigg 
and the Virgin Islands, exclusive 
of critical, strategic and military 
equipment, is also available 9, 
'a 12-month delayed basis. 


18 Join ANPA 


With the announcement that 1, 
daily newspapers joined the 
American Newspaper Publishers 
Association during January, the 
total membership is 730. New 
members are Press Democrat ang 
Republican, Santa Rosa, Cal.: Ree. 
ord, Stockton, Cal.; Reporter-Stg 
and Sentinel, Orlando, Fla.: Tampa 
Times; Citizen, Cairo, Ill.; Repub. 
lican-News, Kankakee, IIl.; Tr. 
bune, New Albany, Ind.; Times. 
Republican, Marshalltown, |. 
News, Cadillac, Mich.; Reporter 
Dover, O.; American and States. 
man, Austin, Tex.; News, Port 
Arthur, Tex.; News-Tribune ang 
Times - Herald, Waco, Tex., and 
Montreal Gazette. 


Oil Book Accepting Ads 


Petroleum Encyclopedia & Year- 
book, New York, successor ty 
Done in Oil, is accepting advertis. 
ing from the petroleum and allie 
industries for its 1945 issue. Rates 
are $400 for a single page. The 
book is a Donald publication, 


type styles and 


Ml 


boys and girls everywhere—by V+++- Mail. 


To give you complete versatility of type selection, 
MONSEN has assembled the greatest selection of 


sizes in America. Their big type 


manual, carefully indexed, makes it easy to decide 
the requirements on every job... 


nSen + 


You are invited to visit the new, modern plant 


Chiuge 


22 EAST ILLINOIS ST ¢ SUPERIO 


BLACK 


Mere FIGURES can't give you the complete picture of the 
Gazette's leadership in the rich Schenectady area. But, combine 
them with the Gazette's record-shattering circulation and proven 
reader preference and you realize why the Gazette offers adver- 
tisers unsurpassed ability to sell merchandise. 


2ND PAPER 


(Authority: Media Records) 


THE GAZETTE 7,904,605 li. 
7,030,825 li. 


GAZETTE LEAD 873,780 li. 


SCHENECTADY 


REYNOLDS-FITZGERALD, INC., National Representatives 
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Mertising Age, February 12, 1945 . 
° ’ oa ® . , a. / series of “GW” —or good will —)Foreman & Clark book. Directi it 
al Appliance Dealers Stor es Vitamin letters from J. E. Spurgeon, adver-|for using the rections |its own part, Foreman & Clark 


“vitamin” are/|says it has proved very effective in 


a4 mn tising manager of Foreman &/simple: just “tear off a hunk and| promoting better relati 
C0 Grows Into P u blic Clark, the “World’s Largest Up-|Swallow just before meeting every | stiles soma and cumosases Gane 
ve Minds Alread Set Relati Booklet stairs Clothiers,” to all of the sales customer. | GW works fast. GW | past months. 
ry people in Foreman & Clark stores |!8 contagious. ’s loaded with 
on I y 10nS DOOKIe on the West Coast. smiles, courtesy, sincerity, friend- 
‘ Los Angeles, Feb. 8.—‘“The best} Most sales people, Spurgeon says | liness, tact.” It should be used, he 
tw l advertising in the world isn’t|in a foreword, have some natural |adds, “even if the customer is a Nearly Complete File of 
on 0S al ines worth a damn unless every claim|GW in their systems most of the |!?—!?—!*” . 
is backed up by the attitude of the|time, and at other times a stiff Others Using It F ortune Magazines 
18 New York, Feb. 7—All but a salesmen toward the customers.” j|shot of “Vitamin GW” is ex-| Other firms, such as taxi com- All perfect copies from April 
he aiall percentage of 2,461 depart- That is one of the reminders|tremely beneficial. He suggests| panies, telephone offices, etc., in sell ‘all compisio "ten ny Be 
ors § ent stores, hardware stores, and contained in a 36-page booklet on | that others who want to build good |constant contact with the public in Chicago. What am I offered? 
he a aure and appliance dealers public relations, “Vitamin GW,’”|will among people they contact|have already distributed copies of Box 6054, Advertising Age, 100 
ew aiying to a questionnaire form|Which started out originally as a|may find some good ideas in the|the booklet to their employes. For B Onlo. Ot, Coleage 28, 
a by House Furnishing Review, a 


aire publication, have decided Pe 
= Eat appliances they will carry in * : 
= the postwar period, what sort of : a , 
i, | market they expect immediately == |S. LS. ores 
i, after the war, and what positions ss . = ee 
rf they will take on established vs. . iss = a 
tor. new brands, dealer helps, and spe- Soo att 9s : _ 
os. | calized selling, according to a i BRE irs pif 

{§-page brochure prepared by the € & @ =’ ei 


magazine’s research department. 

Of the 95% replying who will 
carry major appliances, nine out of 
ten will stock vacuum cleaners, re- 
frigerators, washing machines, and 
8 § adios; three out of four will carry 
ar- & jroners, gas ranges, and electric 
to # ranges; and more than half will 
tis B sll frozen food cabinets, space 
lied ® heaters, water heaters, kitchen 
ates B cabinets and sinks, the survey 


Harriet Whituey 
Vocational High School 


shows. 

Of the 92% who have decided, 
_. 8 48% expect the postwar market 
immediately after the war to be 
primarily replacement, 30% pri- 
marily new users, and 22% expect 
a 50-50 replacement-new user 
market. Only 5% did not defi- 
nitely answer the quality vs. price 
question concerning the postwar 
market, and of those who gave 
definite answers 85% look for a 
quality-conscious market; 10% a 
pricee-conscious market and 5% a 
market divided evenly between 
the two. | 

Of the 94% who replied to a 
“‘yrand” question, 91% reported 
thata known brand will dominate; 
99% will feature national brands 
alone, and 20% both national and 
private brands. 

The study is available to execu- 
tives and agencies in the house- 
hold appliance industry. 
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Irving E. Macomber Vocational High School 


CBS Creates Institute 


“aur eermenst cece! PIONEER IN VOCATIONAL EDUCATION 


in television audience research for 
the past six months, CBS has set 


2 Television Audience Research Sixty years ago, at the dedication of the Scott Manual Training 
siitlute as a separate division 0 ; . ‘ i 

ismpterch depertment, the TARI School, Toledo claimed the honor of being the first city offer- 
aff to be under the management ing free instruction to boys and girls in branches fitting them 
oe ge Figg a ce I Nagano for practical life. Public interest in this type of education 

ogist who joined the net- : ° ° os. 

work last fall. quickly developed, and industrial arts shops were built into 
sat cage nol = a © high schools later erected. Finally, Vocational Education was 
it exists and develops, evaluate organized as a separate unit, and $2,500,000 invested in the 


programs and program ideas eciali i ; 
ST duiMlencs necetions. atti. specialized Vocational High Schools shown above. 


tudes and viewing habits, and to 
maintain television operation rec- 
ms and program reference data. 


msdowne Appoints 
Lansdowne Distillery, Baltimore, 
4 appointed Theodore_A. New- 
wi Advertising Agency, Balti- 
ure, to direct advertising of 
“asdowne Reserve. 


i. 
— 15 SECOND Toledo boys and girls receive training 
RRNA so et in practical occupations which fit them 
SPOT ANNOUNCEMENT to become self-supporting and useful 
y i wo citizens. And this may well be one 
; —_— ig * 5 see Tie reason why Toledo has always had so 
z ma. 6 — ‘ | | ae many intelligent skilled craftsmen. 
A: HERE 1S ONE _ by 
WLI 
O arm OFF ON THE CASH i 4 g 
REGISTER. ..PULSE OF NEW a 20@ “ds \\illh Hh Mv 
YORK FINDS ONLY 108 ER o 4 Z 
ID'S, LIST BETWEES 20 : Now in its 109th year, the Blade even antedates the City of Toledo itself, ees ’ to 
4 JQ ano 44 YEARS OLD AND 38% - During more than a century, the Blade has become part of the city’s life. And + ; 
— ' an apparently indispensable part—since today the Blade has complete —=— ' 
BIZ: CASH REGISTER RINGS. home coverage. _ : 
. te is) WLIB'S i 
0 i eee tt : — INITELY a, ; 
ADULT ! S 
WLIB NEW One of America’s Great Newspapers AN ) 
YORK REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES XY 


190 KC. CLEAR CHANNEL 


NEWSPAPERS ARE ALWAYS THE BEST ADVERTISING MEDIUM a 
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Thus is a radio war — and victory 
will bring a radio world! 
That's why men with f 
and ambition are studying radio 
now — at home, in their spare time! 
They know that if they're drafted, 
radio training will make them 
eligible for further valuable train- 
ing with the Armed Forces — for 
higher rating and higher pay — for 


© EMPLOYERS are quick to notice 
when a new employee “knows his 
business’ —when he is obviously ao 
1. C. Streamed man, who under- 
stands what makes the wheels go 
round! 


“THAT NEW MAN 
CERTAINLY ‘CATCHES 
ON’ QUICKLY!” 


ror y 


© Such men get 08 to a good star 
—and are most likely to really “go 
places” (That's wue, wo, if they 
7. enter the Armed Forces—where 


more tere. assignments! 

> return to civil 
life, they'll have knowledge to fit 
them for a well-paid job in radio, 
television or electronics! 

You can study an'l. C. S. Radio 
Course in your spare time — at low 
cost — starting right now! Mail 
this coupon, and we'll send you 
complete information on the famous 
1. C. S. personalized teaching meth- 
od, which has helped thousands 
along the highway to success! 

This information may well be 
worth thousands of dollars to you 
— yet it’s yours for a 3c stamp! 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


SOK 4902-4, SCRANTON 9, PENHA 


trained men get bigher rating 
higher pay, and more interesting 
assugaments') 


« Would YOU like w become a 
traumed man—in a few months time, 
at the cost of a few dollars a week’ 
Then mail this coupon, and learn 
how an 1. CS Course io your line 
of work, studied at home in your 
spare time, can lay the foundation 
for a successtul carver! 


© The worth of 1. CS training is 
proved by 51 years of service to 
nearly bve million ambitious men— 
thousands of whom are today top- 
fight leaders in business and indus- 
try! For complete informauon, mail 
this Coupon foday! 
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‘Meet the new foreman, Mrs. vin !" 


* How would you like to carry home the 
news that you've been advanced to fore 
man? You've thought about it, of course. 
But what have you done shout it? 
Training is the dividing line between 
the man at the machine and his foreman 


a 
OFFER YOU LOW-COST 


TECHNICAL COURSES 


Air © end Surveying and Mapping 
Ae Guntnienias Riestricel Sehoots 

tel 
Meating Prembidg Electrical Engineering 


Ie weighs long service. Pr to 
caflivoery rank go to the men who have 
wipped themselves for the step up. 

Have you studied the managing of men ~ 
at work? Do you have « trained man's 
knowlédge of Wage Systems and Job 
Evaluation, Production Planning, Control 
of Materials, Control of the Quality of 
Manufactured Goods? 

The famous Foremanship Course of 
the I | Correspondence Schools 
gives you these — and much more. Don't 
let the other fellow “sep over your head.” 
Mailing the I. C. S. coupon has meant suc- 

do of canbisi 
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Weather Observing Steam Engineer ne 


Avtomotiie Technicien Steom Engineering 
Chemistry Schools — oe. Schools Textite Schoo! 
Chemical Engineer rs “7 — mah ing Cotton Manulacturing 
Chemistry. Anabytical whee Combustion Engineering Rayon Weaving 
Cheemestry Industrial Mechenice! Schools Engine Running Textile Designing 
Chemistry, Iron end Steel Foundry Work Marine Engines Manul ecturing 
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Act now to join them! ~~ 
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YOU'RE too smart to stay in the same old job rut! You 
know that you have one life—that's all. So you've thought 
about doing something that would advance you in your 
work, increase your income. 

The time to get started is now. And you can take the 
first step toward Personal Success this very minute! Just 
look over the coupon below and mark the I. C. S. Course 
in your field of interest. Then mail it — today! 

We'll send you complete information on the Inter- 
national C mee Schools, and how they can 
give you the sound, practical training you need to get 
ahead faster. Cost is low, texts are easy to understand, 
and every student gets personal service. The time to 
“take steps” is RIGHT NOW! 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


BOK 1966, SCRANTON 9, PENA 


Foomee 
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dream Legineering Semoete e 
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Academic Se 


and Strectoret Mechanical ineering Arithmetic Cost Accounting 
Schools Mold-Loft werk Cotlege Preporat Federe! Tax Course 
Architecture Patternmok) Commercial High Shoot jm mannome 
Architectural Dratting Reeding St jueprints First Year College 
rdge and Building Sheet Mets! Drafting High School Secretarial § Stenogrephy 
Foreman Sheet Mets! Worker Higher Mathematics Trafic Management 
Bridge Engineering Bhip Drafting livestrong 
Buiiding Ratimating Ship Fusing Civil Service Schoots 
Civil Eng Shop Practice Business Schools City Letter Carrier 
Comtracting ond Tool Deng Accounting Post Office Clerk 
Highway Engineering Welding, Ges end Electric Adverviung Raeilwey Postel Clore 
bu Dealer Bookkeeping 
Sanitary Kogineering Reliroed Schoo! Business Correspondence Leageege Schoo! 
Structural Drafting Alt Brake Car Inepector M. French 


Structural 


The successful man DOES today what the foilure 
INTENDS to do tomorrow. Mail this coupon NOW! 


Special Tuition Rates for Members of the Armed Forces 
r scwoois 


Mt you can read and write, 
and are willing te study, 


WE CAN TEACH YOU! 


SON 5600-1, SCRANTON 9, PENHA 
Please send complete information on following subject 
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Mas men today are using drafting boards to help win this 
war! * The I ic pondence Schools 
Courses in Mechanical or Architectural Drafting ~~ 
have fitted many hundreds of ambitious men 
for better jobs in this well-paid field! 8) 
* All I. C, S, Courses (covering 
400 business and technical 4 = 
> 


subjects) are prepared 
by leading practical 

authorities, constantly 
revised to meet new devel- 
opments, Yet the cost of 1.C. 5. 
training is surprisingly low. © It's 
not too late for you to start —help 
your country, help yourself! Mail this 
coupon today! 
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Strecturat Drafting 
Air Condinioning and 
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OF MIGHTY 


INDUSTRIAL-COMMERCIAL 
GROWTH & DEVELOPMENT- 
JUST MAIL THE COUPON! 
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Advertising Age, February 12, 1945 


You Pick the Winners Among I. C. S. Advertising Leaders? | 


YouR FUTURE (5 PLASTIC~ 


Axrrminc capable of being molded is 
plastic. So it's a word that applies to your 
future as well as to the materials of the 
plastics industry. There are giant possibili- 
ties in this field. Their realization depends 
upon the planning of trained men. 
Within YOU, too, are great possibilities. 
Their realization depends upon your being 
« trained man. The worldfamous Inter- 
nativaal Correspondence Schools offer you 


the opportunity to obtain the: training in 
your spare time, at low cost. 

With training, you can mold your place 
in the coming Victory-world \. your heart's 
desire. A more responsible job, higher 
pay—whichever you want is ottainable if 
you qualify as an expert. 

The time to qualify—in plastics or any 
other industry—is NOW. Ma! the coupon 
today and let L.C.S. tell you how! 


BOX 2316-0, SCRANTON 9, PENNA, 
Without cost or obligation, please send me bouklet and full particulars about the course before which 1 
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True for 63 years: 
TODAYS 1.6.8. STUDENT 
18 TOMORROW'S LEADER! 
—end sever treer thes tedey 


* The Future belongs 
to the Trained Men! 


act Now TO 
JOIN THEM 


began thee to success by mailing the coupon 

Special Tuition Rates for Members of the Armed Forces. 

IMTERMATIONAL CORRESPONDENCE SCHOOLS 
oor . SCRANTON 9, FEA. 
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Thousands of America's business and industrial leaders 


Tee ruruar is coming toward you. ..® 
post-war world of new electronic, plastic, Diesel 
industries and changing older ones. 

Famous International Correspondence Schools 
texts are informed, authoritative, practical guides 
to any field in that future. And the time to begin 
your training in any one of 400 I. C. S. Courses 
is RIGHT NOW. 

Without preparation, what will be your chance 
in competition with fellow workers who are study- 
ing now to qualify as 

You know the answer. 


With I. C. S. training, you can advance today 
and be fully prepared for the challenge and the 
opportunities of the post-war era An LCS 
Course is more than job insurance—important 
as that is. For the earnest, ambitious man o 
woman, it is Success Insurance — backed by « 
52-year record of training industrial and bub 
ness leaders. 


Mark and mail the coupon below for i 
information. Act now! 


SOX 7682-4, SCRANTON 9. PENN, 
jet and full 


Lt 
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Editor, ADVERTISING AGE, 100 E. Ohio St., Chicago 11 


Here are my estimates of the relative 
Ya | ee eee ee ee 


standing of the 12 best ICS advertisements of 1944 (indicate selections by writing 1, 2, 
If my selections warrant, have Paul V. Barrett, director of adver- 
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DB. You want imereased pay, larger re- 
sponsibilities, « real career instead of 
just « job? Put the famous International 
Correspondence Schools coupon to work 
for you! 

Marked and mailed, the coupon will 
bring you full information on L C. 8. 
training for success in the field of your 
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interest. It's « messenger prepared to 
place you in communication with « 
richly rewarding future 

Thousands who have employed it are 
leaders of American industry and basi- 
nem. What they have done, you can do. 
Start now as they did by sending the 
coupon on 4 mission for you 


H . 


Tsar is « definite LCS. type. The records of 
100,000 current students . . . nearly 5 million 
. supply the outlines. 


Here's how the typical enrollee shapes dp at 
the time of beginning his studies: 
He is an adult. In wartime he is in the a C. S. 
Armed Forces or in vital production. Bat war 
or peace, good times or bed times, be is an 
mployed man. Ci have p d 
his attending « college but he is ambitious, 
intelligent, determined to acquire the 
ized training that will help bim in his present 
job and prepare him for a better one. 

Does the description fit you? Then you'll be 
interested in what LCS. helps these students 
to achieve. In « single 30-day period we have 
received as many as 635 student letters report- 
ing advancement in salary and position. In « 
period of 120 days we have received 1,920 
such reports. 

Graduates include the presidents, board 
chairmen, chief engineers or chief chemists of 
some of the largest steel, airplane, chemical, 
railroad and electrical equipment companies 
im the country. Thousands of others have reg- 
istered substantial successes in their chosen 
fields. Here's the kind of coupon they signed 
end mailed. 
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Eas eleoas 


faperising Age, reoruary 12, 1945 


Come On, 
You Armchair 


COPY EXPERTS! 


Here’s a chance to test your 

wers of deduction and ap- 
praisal, advertisingly speaking. 

Many a mental wizard in front 
of his own radio at home is a com- 
jete flop in the presence of a Quiz 
Master before a microphone. 

So try this little experiment, 
with the excitement and the con- 
fysion of the broadcasting studio 
removed. 

All coupon advertising of the 
International Correspondence 
Schools of Scranton, Pa., is spe- 
dally keyed. Because of this, it 
js possible to keep an accurate 
record of all returns. 

Each year ICS selects the 12 best 
pieces of copy used, based on 
actual returns, and broadcasts the 
information for the edification of 
advertising men who like to test 
their ability as judges of good, 
resultful copy. 


Appoint Self a Critic 


Study the 12 ICS advertisements 
on the opposite page which led in 
1944 returns. Then refer to the 
coupon below and indicate the 
yder of your preference. The let- 
ea” “EB” “CO” “.” ete. are 
used merely to identify the vari- 
ous copy units. They have noth- 
ing to do with the relative stand- 
ings. 
rr copy of the famous ICS Book | 
{ Useful Business Tables will be | 
awarded to those submitting the 
100 best answers before midnight, 
March 2, 1945, through the cour- 
tesy of Paul V. Barrett, director 
of advertising of International 
Correspondence Schools. 

There are no strings attached to 
this offer! Correct ratings will 
appear in the March 5 issue of 
ADVERTISING AGE. 


Appoint Ayer 
The College of St. Thomas and 
$. Thomas Military Academy, St. 
Paul, Minn.; Adventure School, 
Summerville, N. C., and Camp Ad- 
enture, Junaluska, N. C., have 
appointed the educational division 
fN. W. Ayer & Son, Inc., to han- 
dle their advertising. 


Macfadden Elects Three 


Harold A. Wise, formerly vice- 
president and advertising director 
of Macfadden Publications, New 
York, has been named senior vice- 
president. S. O. Shapiro, circula- 
ton manager, and G. Theodore 
lignone, comptroller, have been 
named vice-president and assist- 
ant treasurer, respectively. 


Smith Named V. P. 


_Ned C. Smith, with Raymond 
spector Company, New York, 


mee last fall, and previously a | 
*nlor copywriter with Kenyon & 
“khardt, New York, has been 
‘amed vice-president in charge of | 
il creative activities at Spector, 
nduding television and commer- | 
al films, 


Foreign Copy Up, 
Magazine Study Shows 


A total of 11,976 pages of ad- 
vertising received from 410 United 
States advertising agencies was 
published and circulated by this 
country’s export business and gen- 
eral magazines in 1944, it is dis- 
covered in a survey conducted by 
Export Trade & Shipper for its 
ninth annual advertising issue. 

This number of pages represents 
a 24% increase over 1943, and a 
34% increase over 1940. In 1940, 
351 agencies placed advertising, 


with 383 in 1943. Heading the list 
of 1944 agencies is Irwin Vladimir 
& Co., New York, with 543 pages, 
followed by J. Walter Thompson 
Company, New York, 538% pages; 
Export Advertising Agency, New 
York, 410 pages, and McCann- 
Erickson, Inc., New York, 330 
pages. 


Grove Names Grant 

Grove Laboratories, St. Louis, 
has named Grant Advertising, 
S. A., subsidiary of Grant Adver- 
tising, Inc., New York, to handle 
its advertising in Mexico. 


Oxford to Hamburger 


Oxford Distributing Company, 
New York, liquors and wines, has 
named Edward Hamburger Adver- 
tising Company, New York, to 
handle forthcoming advertising in 
business papers. 


Sanforized on WABD 


Cluett, Peabody & Co., New 
York, for its Sanforized division, 
is sponsoring quarter-hour tele- 
casts every other Wednesday eve- 
ning on WABD, Du Mont televi- 
sion station in New York. Titled 
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“Fashions Coming and Becoming,” 
the programs feature well known 
designers, and fashion tips by 
“Nancy Dixon.” Agency is Young 
& Rubicam, New York. 


Ao SRR 


SIMPSON-REILLY; LED. 
Publishers Representatwes 


; "SINCE 1928. ae 
SAN FRANCISCO. LOS ANGELES 
RUSSBLDG. GARFIELD BLDG. 


PALM BEACH 


IS THE FITTING RAIMENT 


a 


REGISTERED U.S PATENT OFFICE 


THE GENUINE CLOTH 
MFD, BY GOODALL WORSTED CO. 


This label means the Genuine. It's 
your Safeguard against Imitation. 


Nowadays the industry advertises its wares on models who 
look like business or professional men. Why this change? 


22% Cooler! 
Palm Beach suits 


in 


NOPE MER 
Cool fibers—A special weave—And tailoring genius help make you 


22% cootsMt! Yes, probably more than that, for just the 

Palm Beach fabrics ayerage 22% cooler than any of the 22 other 
eummmer auitings tested by independent research men! In 
addition, Palm Beach “hot-weather-speciatiat™ tailors have 
ebminated the heavy shoulder peds and bot inner henge 

thet “trap” heat next to your skin. And, im creating this 

extra comfort, they've also made Palm Heach « 
emooth-fitting, smartl styled summer suit. Slip one on 

todas —in vour favorite pattern, derk or light color 

See and feel why Palm Beach is America’s lastest ontling 
summer suit. Featured at the finest stores ever) where! 

Pete Cet tee eomitatt m memane emme ewtn tow 


About 25 years ago the male models shown in men’s 
wear ads were “Dandy Andy” pretty boys who looked as 
if they ought to be hitched to mamma’s apron strings. . 


a 


hat kind of man do men copy ? 


‘Today apparel advertisers realize that most men like to 
wear what they see worn by men they admire, respect, 
wish they were like. And foremost among these looked- 
up-to men are business executives and men on their 
way to the top—the kind of men you think of when you 
think of the readers of TIME. 

Plain fact is— to put across the kind of clothes you 


want to sell, to start men wearing new kinds of clothes 
that will be more fun to buy and wear— you have to sell 


TIME 


them first to the men who set the American pace, the 
men at the top of the U. S. brains-and-income pyramid. 

For doing that kind of job Time’s more than a million 
male readers are worth millions of any other kind: 


For they are the men other men copy! In fact, readers 
of Time are the employers of America! (More than 
33,000,000 other Americans work for them.) 

And TiME readers are themselves a tremendous mar- 
ket for clothes. They buy 4 times as many suits as the 
average man. They have about twice as much to spend. 


(P.S. Time is the best way to reach them—for 29 groups of U.S. Lead- 
ers have just voted “Time is America’s Most Important Magazine”! ) 
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St. Louis Adclub 


jradio writing. Each winner will 
be given a $100 war bond and = 
suitably inscribed plaque. 

Full contest rules may be ob- 
|tained from Mrs. Norrie Passino, 
|7850 Stanford Ave., St. Louis 5. 


Contest Honors 
Erma Proetz |Entries are to be sent to Bea) 
|Adams, in care of the Gardner | 


St. Louis, Feb. 7.—In honor of | . : 
the late Erma Proetz, Gardner Ad- agency, 915 Olive St., St. Louis 1, 
vertising Company executive who 
died last Aug. 7, the Women’s Ad- | 
vertising Club of St. Louis is spon- 
soring a national award in her | Form Farm Network 
memory, to be given in recogni-| An agricultural network, com- 
tion of the most outstanding cre- posed of approximately 35 stations 
ative advertising work done dur-|in the Mississippi valley, has been | 
ing the March, 1944, through Feb-|established by North Central 
ruary, 1945, period. Broadcasting System, Minneapolis. 

The contest is open to any/| Specially produced farm programs 
woman in the United States en-/ will originate from WLOL, Min- | 
gaged in the advertising profes-|neapolis, key NCBS station, to the 


than midnight, March 30. 


and must be postmarked no later | 


| 


Implement Firm's 
Calendars Become 


Collectors’ Items 


Minneapolis, Feb. 7.—If the 
Minneapolis-Moline Power Imple- 
ment Company’s commercial cal- 
endars for farmers indicate a 
trend, as may be hoped, it won’t 
be long before collectors of the 
best in modern art all establish 
RFD addresses. 

Minneapolis-Moline, 
farm equipment, 


maker of 
has now pro- 


—SUvVe »S 1 ue “ae ne " 


alpargatas (cloth sandals) maker 
in Argentina, but they were ap- 
prehensive when the calendars 
were mailed. A 1944 survey showed 
that their customers thought the 
drawings “pretty” and “funny,” 


but that few really liked them. 


50,000 Printed 


The calendars caught on grad- 
ually, however, and now are close 
to being collectors’ items. The 
1944 calendar went out to 50,009 
people, mostly farmers and deal- 
ers, and the same number Was 
printed for 1945. Officiais report 
that for each calendar now sent 
out, at least three letters come jn 
with requests, and dealers write 
in ordering as many as 25 or 109 
calendars at the cost price of $1. 


F 


sion. Four prizes are to be 35 stations plus NCBS outlets. Ne- : ac . By 1 
awarded at a dinner meeting here | gotiations with other midwest = iael cae eee eae et tee tir ae ee reports ‘ 
, - | tions Cc bring affili- wy — gf it . ‘ é f e re are ip- 
Es ‘Skaieamapy und otetiee ates of the network to 78." Molina Campos, Argentine humor- | ‘ON THE ROAD'—The Jenuary illus- | definite but that it hopes to put [| ape 
; ist, whose work has been exhibited | tration in the Minneapolis-Moline | out another Molina Campos ¢al larie 
'and acclaimed internationally for calendar shows two Gauchos who have endar for 1946. B. D. Grussing 
many years. (Incidentally, he| set forth early in the morning—"the | advertising and sales promotion 
spent two years in this country | roseate hue rising gradually on the | manager, says it is possible “that i begin 
helping Walt Disney make ‘“‘Salu- horizon. we will continue to produce it for § cature 
dos Amigos.”) some time because in 1945 there 
The company first put out the| other officers, had long admired | has been a far greater demand for . 
Molina Campos calendar in 1944. | the artist’s work and had collected | the calendar than in 1944, and we At. 
W. C. MacFarlane, president, and | his famed calendars put out by an | believe more and more people are § 40 no 
for th 
showr 
and o 
calenc 


in normal times, is a huge and 
continuous user of power 
equipment and machinery. 
How can you reach it? SUGAR 
covers this world market effec 
tively. For 44 years it has re 


The Sugar Industry—a world 
market for equipment and sup- na 
plies. Manufacturers of the 
most widely produced of all 
staple foods, this industry is 
hungry not only for replace- 


10% 


~ 
Chemists OMicrals 


Brokers Agriculture Processors Engineers Refiners ond 
Mise 


2% 
— 


Yazoo County Farmers 


(with money in the bank). . . ment of existing time-worn “| ported on activities in the suga! 
equipment but for the erection CIRCULATION industry—marketing and tech- 
of new factories. The wearing nical information, conditions | 

out of equipment by continu- of supply and demand, antic 
e ous operation during the war “on pated trends, etc. It presen’ 

‘ olks tu rn fi rst to —_ and the use of equipment for factual information, ideas 
war purposes by the Japs and a developments to men who buy : 
a the Huns in subjugated coun- a al sugar processing equipment- ‘ 
tries has resulted in a tremen- 2 men you must reach to tap th f= 
iS dous backlog of orders to be « market for equipment supply: 
aa placed immediately when new ~~ ee 6h ing a sugar hungry world = me 
Pigs materials are again available. DISTRIBUTION These men are readers © 4 
“a } This is an industry which, even SUGAR. 

NEW ORLEANS | ’ 
A DEPARTMENT OF LOYOLA UNIVERSITY | I 


UNDER THE MANAGEMENT OF 


THE GREATEST SELLING POWER REX W. WADMAN 


IN THE SOUTH’S GREATEST CITY 


— 


> 


50,000 Watts « Clear Channel « CBS Affiliate | SUGAR 2 West 45th Street 
JIT\F) New York 19, New York 
Represented Nationally by The Katz Agency, Inc. 
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peginning to appreciate the cari- 
catures.”” 
Farmers Least Receptive 


At present, he says, the farmers 
do not show too much enthusiasm 
for the pictures—not as much as 
sown by business men, students 
and others who have received the 
alendar—but it appears certain 


“if we produced these for a num- 
ber of years the farmers would 
get used to them and like them.” 

Almost all of the new calendars, 
and of 25,000 separate prints made 
of the pictures, have been dis- 
posed of, he adds. 

Company officials in 1943 de- 
tded, after an agent for Molina 
Campos had made a surprise offer 
of the artist’s services to the com- 
pany, to publish the pictures and 


THE LASSO'—F. Molina Campos’ painting for the April page of Minne- 

apolis-Moline Power Implement Co.'s calendar, picturing a Gaucho whose 

lariat is in full swing, is a good example of the illustrator's style and the humor 
which runs through the entire series. 


FELLOW-CARICATURISTS—F. Molina Campos, the South American artist 

who made the illustrations for Minneapolis-Moline's calendar, and Xavier 

Cugat, the musician who is also famous for his caricatures, have some fun 
making pictures of each other. 


| calendar in the interest of cement- 
, ing relations between this country 
and South American nations. 
Completing his work on the Dis- 
ney propaganda film, Sr. Campos 
came here to do most of the paint- 
ings used in the ’44 calendar. The 
prints now being used were com- 
pleted in Buenos Aires. 
Originally, it was planned to 


produce the new calendar in 
Argentina, but shortages of paper 
and lithographic materials pre- 
vented this attempt. 

Minneapolis - Moline promotion 
for its tractors, threshers and 
other agriculture equipment in- 
;cludes trade and farm publication 
|advertising, direct mail, catalogs, 
|dealer aids, ete. Graves & Asso- 
|ciates of Minneapolis is the agency 
ifor the implement company. 


What's Cooking Here? 


WHat will come out of the thoughts seething in that 
active brain? 

Everything depends upon the ingredients that have been poured 
into it in the first place. Immeasurably important is the total sum of 
ideas, impressions, habits and lessons which daily enter that young mind. 

Wise parents, the parents of tomorrow’s leaders, refuse to leave all 
this to mere chance. That is why more than three-quarter million re- 
sponsible families are regular readers of PARENTS’ MAGAZINE. 


An Outstanding Service to the Nation 


In its 18 years of existence, PARENTS’ MAGAZINE has aided some five 
million families in the rearing of these more than ten million children. 
Tomorrow’s outstanding men and women .. . in government, business, 
science, the professions and the arts... are getting a better start from 
modern-thinking parents who depend on PARENTS’ MAGAZINE for 
sound information and progressive guidance. . . . That is PARENTS’ 
MAGAZINE’S basic influence . . . its contribution to the greater future 
of America. 


PARENTS BUY MORE 


Families with children naturally are bigger 
families, and therefore must buy more food, 
more drugs, more clothes, more household 
supplies, than do single men and women, or 
childless families. One hundred percent of 
PARENTS’ MAGAZINE Circulation is in these 
families-with-children—-America’s biggest 
market. 


LOOK FOR THIS SEAL... 


awarded to reli- 
able products by 
the Parents’ Mag- 
azine Consumer 
Service Bureau. 


PARENTS sacazine 


COUNSELLOR TO THE PARENTS OF TOMORROW'S LEADERS 
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a ins : 
Jackson Joins Potter Chevrolet Appoints January Business | JANUARY BUSINESS PAPER ADVERTISING VOLUME 
Robert Arnold Jackson, formerly | Parts Division Heads These figures, compiled by Industrial Marketing, must not be quoted or reproduced T 
vice-president of sales and adver- F s O/ | without written permission. Unless otherwise noted, all publications are monthlieg 
tising for the Coca-Cola Bottlin Wendell G. Lewellen, assistant apers ain 16.4% and have standard 7x10 type page. 
Company of New York, and pres | Sonera manager, Chevrolet | , Pages Pages ~! 
; ° lvision V . ; ; 
viously general sales manager of | of General Motors, has in Ad olume Industrial Group stat ia Tool & Die Journal ans 194 
a amg | a New York, | Aero Digest (semi-mo)... 286 348 (44x7%) : SET E 71 160 
as joine usse Potter As- Chicago, Feb. 7 With trade | Air Conditioning & Refrig- Tool Engineer ........... 165 ise 
: - . 2 | ’ . _ aae 7 “i 2 Te y , : = 
= New York, as vice-presi- | publications in the vanguard, busi- Gr vetardapllipees +51 35 to aye jo oe 55 3 
_ specializing in labor rela- | ness papers carried a volume of | American Aviation (bi-w) "98 *109 Water Works & Sewe:age 53 n 
ions. isi ° : American Builder ....... 141 62 | Welding Engineer ....... 7 
advertising 16.4% _greater in Jan- American City .......... 93 66 | Western Construction ba 
a sana cabinet | aa issues than in similar issues | American Machinist( bi-w) *$|592 *§582 News ih re 100 ‘ 
Elimin ol a year ago. Architectural Forum 1538 90 | Wood Worker .......... 6) 33 
ates Bleed Pages Trade publications were up Architectural Record .... 106 76 | Woodworking Digest 
Modern Plastics and Modern | - . Automotive & Aviation In- SUMMIT cpcvctcacss ca RS 87 
Packaging, Breskin publications 33.1%, according to the Industrial |“ qustries (bi-w) ........ 328 267 — a 
New York, effective with May | Marketing compilation of reports | Aviation ................ 258 291 WIN Sitaedckecasaneses 16.424 14515 
issues will eliminate bleed pages | from a total of 168 publications ae nee Cie)... 1819 1189! Prade Group 
: pabere | j j : | AS Sree 59 53 5 
as a paper conservation measure. | a ee Se ae ati Brewers Digest .......... 25 27 y en ae veeeees + 130 > 
Packaging Catalog and Plastics) Wendell Lewellen 1. W. Thompson rath pud/ications | Brick & Clay Record....  *§33 et yy fg - 136 = 
Catalog are also included in this carried 3,584 pages of advertising | Bus Transportation ..... $164 $119 “toehenat 115 ee a 
ruling. ~| been appointed to direct parts and | last_ month, compared with 2,693 | “ear — 58 84 Building Supply News....  §141 Pe ‘ 
}accessory merchandising, ware-|in January, 1944, issues. In the | Car owt Cw) meee ee osniey. *88188 Chain Store Ago— 7 
3j istri j j stri Anner Lae 27 2: Grocery Editions ...... oa 7 6 
housing and distribution for Chev- | industrial group, 106 papers ran Ceramic Industry ........ "$76 *§63 Administration Edition 
| rolet. 16,424 pages, a 13.2% gain over|Chemical & Engineering Combination ........ 24 “ 
| Separation of the distribution|the comparable 1944 figure of Pn a a) ae +1 Ps Druggist Edition ..... 116 TT) OLD 
* - and warehousing functions from | 14,515. ens oe oe es, 50S 83 | Fountain-Restaurant | 16 75 Ul 
rr . Soe : : Chemical & Metallurgical General Merchandise Va- in a 
: |parts merchandising has been| Twelve export publications re- Engineering ........... 316 274 riety Store Editions... lt ee lj 
a eas tae by at ype {completed under Mr. Lewellen. | ported a total of 1,566 pages, com- pads peeanating teeeee ae 4 Commercial Car Journal. . 193 146 net, | 
‘ me: Oo GIO WOK: | ' . . ani : ‘ of Al f” eee ‘24 26 ol Dp sstic Engineering 1» copy 
ing to achieve wood’s exciting future. Be W. Thompson becomes national | pared with 1,235, up 26.8%. In the | Gonstruction Digest’ (bi-w) a4 74 Seeeread ckeditns 99 
;manager of parts and accessory|class group, 19 papers carried a| Construction Methods NE 150 a 
| merchandising and John P. Hop-/|total of 1,777 pages, 10.3% more! | (9X12) ..........e eens $136 104! Farm Implement News St 
kins, manager of warehousing and|than the 1,611 pages run in Jan- | Constructor ..... escssces | Oe al OL |, ) eee eee M1 x C 
“pea! . Contractors & Engineers Geyer’s Topics ..... oe RO) 51 
distribution. |uary, 1944. Monthly (9%x14) ..... 59 48 | Glass Digest ............ 9 ’ . 
SER cinndeeogans tae ski 126 115 | Hardware Age (bi-w).... 1] iT Sil 
Diesel Progress (844x111). 90 66 | Jewelers’ Circular-- The N 
Electric Light & Power.. 81 67 | ., Reystone .....- aveess> +) Sam 17 e 
Wi hi Electrical Contracting ... 107 95 a +s 5 oa Repo ter a ee to co! 
ic ita » » » Electrical South ......... 40 33 | tae lade i la 109 0; & toon s 
BEOCEIECME WOM .... 05505. 60 54 | Mot an 14 : 5 
: Electrical World (w).... $259 232 NJ oN é fo = igh PSE 6 § 1945, 
Electronics ~............. *| 311 #255 |° ‘sientaey abana ua zy | porati 
7 Reel : » é Bp weeeeeesesseee 4 P4 
ay et & Mining 116 99 Office Appliances (65 6x10) 14] 193 blacke 
Engineering News Hecord Photographic Trade News featur 
(w) e: : 1340 *$293 (9%x18% MW Trete tT , Pare} 33 25 blurbs 
fees | a ae |340, 2 s ciee & BMentian Jout- ‘ 
Factory Management & , — tes EEE : : og ; ; 11 27 Alt 
Maintenance .......... 330 303 | Sheet Metal Worker 106 “0 Ff blades 
| Fire Engineering ........ 44 32 | Southern Automotive the ar 
| Food Industries ...... 158 116 pe aS Sera 69 “1g. 
eae 195 167 | Southern Hardware ..... 67 9 pand s 
OS ot See eee Pee 37 32 | Sporting Goods Dealer... 150 os § featur 
|Gas Age (bi-w)......... 85 70 | Syndicate Store Merchan- will r 
= | Heating, Piping & Air diser (442x6%) ........ 93 6 F combi 
Conditioning .......... 178 152 | Underwear & Hosiery 
aoe Heating & Ventilating... 68 55 ee a, ee ee 159 96 Incl 
on Industrial & Engineering Wholesaler’s Salesman 75 45 Bare At 
Chemistry (two editions) 136 143 - = Count? 
Industrial Finishing , eer ree ree 584 2.695 
7 3 eae 78 59 se e Macfac 
Industry & Power....... 129 125 cxport Group New 
BION BOO OW) sis das dices {691 *697 | American Automobile . § Public; 
Laundry Age (semi-mo).. *66 *44 (Overseas Edition) ... 85 68 ‘ 
Machine Design ......... 265 188 | American Exporter (2 edi- Each 
Machine Tool Blue Book Pree Héhe tous 508 438 F campai 
ce ers 353 357 | Automovil Semen er 107 “ day n 
SCL ee ereeree 340 311 | Caminos Y Calles (bi-mo) 33 oF. 
Manufacturers Record §121 39 | El Farmaceutico ........ 119 118 timely 
Marine Engineering & Ship Hacienda (two editions). 128 105 § O'Cloc] 
ping Review ........... 254 288 | Ingenieria Internacional Gem t 
Mechanical Engineering. . 120 92 Industria ...... seseses 153 13¢ Fed 
Mechanization Ingeniera Internacional w Th ale 
(4 18/16x7 5/16) ..... 80 a4 CONSEFUCCION .....02565 8s ! andle:s 
am Metal Finishing Serre 75 66 | Petroleo Interamericano é 
. Metal Progress ......... 150 174 PCE eee 110 fi 
=a Metals & Alloys......... 203 196 | Revista Aerea Latino 
24 Mill & Facey. eer 272 2438 America ..... gin ene eas 1 33 Cotte 
Mill Supplies ......... 218 189 | Spanish Oral Hygiene 2 45 Pr 
Mining & Metallurgy.... 30 24 (4 5/16x7 3/16) ....... 13 8 
Modern Machine Shop World Petroleum (9x12). . 61 33 Coffe 
7 (4%4x6%) ............ 311 323 at 
th KFH 5 BureoY Modern Packaging 105 *66 eee see 1,566 1,285 oe 
oH . seor of the saht news” Modern Plastics ........ *163 *142 : , rewin 
if Gow is cone ot rop-fligh National Bottlers’ Gazette — 101 93 Class Group at the 
Georgt packgrov’’: the Eos National Petroleum News Advertising Age (w) 
with oi casting ee Cee Te aed y's 120 Oy es, ree 1x2 is fof the 
; National Provisioner (w). {12 t106 | American Funeral Director 54 7 Commit 
Oil & Gas Journal (w).. *§446 *$382 ae meg peseurast ° s Americ: 
Oil Weekly (w)......... §\\t328 *§$256 anking (7x10 3/16) ; ; 
: Organic Finishing ....... o047 ... |D and W ........-...+- 5264 = rs in 
Stanley ‘s oni Paper Industry & Paper Hospital Management 6x - United 
Ler er the mo jisteners ee 85 70 | Hotel Management a 70 5 The 
- KFH Paper Mill News (w).... KN 80 | Hotel World-Review (w) 1» Bote th 
Paper Trade Journal (w). *|137 “111 (914X114) ...... peseeeee 28 101 , 
a ERE’S e ‘ Pencil Points ............ 74 41 — Marketing Ree 17 
= = . , Petroleum Engineer ..... 172 140 | Medical Economics 
a two-man newscasting team that scores with Petroleum Refiner. 1 188A XB HA). ne 
: . Pit & Quarry ............ “142 *118 | Modern Beauty Shop..... 
: ‘ . ¢ : . 13 
] hg A ee ee 226 227 | Modern Hospital ... 168 
isteners for notable audience gains for KFH. Besides, these Power Piant’ Engineering 143 121 | Modern. Medicine o 
- twoa | ° > Practical Builder (10%x15) 830 17 . shne4 ) PS aeande. 145 % 
2 7 ~ ta Printing Fis ss 66 59 | Nation's Schools ......... 5 
5 re our reporters, WhO COV cr. regional, state and city news Product Engineering 346 105 Occupational Hazards 9 $7 
; : . Products Finishing BEETS oss cdwwie das a ‘ ? 
a - re , : (44%4x6%) Pea 63 39 | Oral Hygiene P 
4 at its source, 24-hour AP news service, the UP night wire, py tieEse) «oer vey 98 [ESOT ALB) oo “i 
° adé_e Railway Age (w) .... . $1359 $t362 | Restaurant Management $e 694 
an 4 -W » - o : 1 Railway Purchases & Scholastic Coach T $23 - 
d all the world-wide facilities of CBS, to bring a// the ullway Purchase a ‘ea | atte Coach. a 
# . Roads & Streets . ‘ x6 66 | (9x %) , 24 196 
news, up-to-the-minute on KFH ! Rock Products ........ $113 $98 | Traffic World (w) 99 ’ 
4 E Sewage Works Engineer | reed 1611 
: pee ha eee hie > 17 OT). Wee Sxdeens 1,777 ’ 
Southern Power & Indus | a a on 054 
3 WY «. shades 11 110 | Grand Total 23,351 : 
r 1c1 » ee . ek eee rear eee $1638 §$£578 | - - dia 
Your advertising message is in good hands as well as in | Supervision 92001000021 3 20 | gincludes special issue. “Includes di 
Telephone Engineer .... *$83 *§$78 | sified advertising. |{Last inoue eeu . 
4 ? : = ° ° Telephony (w) ; ot t98 | tFive issues. +Three issues. a8 aver? 
good company when it reaches the entire* Wichita market | Textile World 10 130 | January, 1945, -..No. January 
h h KFH d KFH N ehnwaencanbee shah os ‘82 | ¢7Combined with December issue: 
throug an ews ny 
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and Richest 


for the facts on 


“Wichita is a Hooperated City — 
Gets the facts from Petry 


AFH 


LOOK IT UP in 


the MARKET DATA BOOK! 


; 
| “MEET YOUR CONTRACTOR- 


the talking is about. 


agency about it. 
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BUILDER CUSTOMER’ 


the sensational descriptive booklet of 
the Building Market. Contains informa- 
tion impartially presented that's easily 
understood about the building that all 


Send for a copy of this booklet, i 
off the press, or ask your advertising 


WICHITA 


CALL ANY PETRY OFFICE 


CONSUMER MARKETS EDITION 


PRACTICAL BUILDER 


2 
. BUSINESS PUBLICATIONS EDITION Chicago 5 


CBS 5000 WATTS DAY & NIGHT @ 59 East Van Buren 
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Cooperative Week by Governor 


Thole 


49 


|. e . Stearns Drugs, Mo to 1944, while Mr. Dodge was as- 
| STAR Safety Racor! Co op Retinery Walter S. Goodland. In the proc- gs, tt socisted with MBO ax tne aa 
a P h lamation he said: Repackage Products ager in the network’s Washington 
Sungests # Usetal and Practical Group urcnases Through cooperatives, people} A modern packaging program! office. 
CHRISTMAS 2 | work with their fellow men to pre- | designed for the four selling fields a 
. PRESENT | 68 Oil Wells by and —— 7 own a of doctor, wholesaler, retailer and 
- of free enterprise. . . I urge Wis-| general public is alread nns j 
> | Kansas City, Mo., Feb. 7.—The | consin citizens during this Coop- . : ady under | Boost Pe Y Engine 


|Cooperative Refinery Association, 
| subsidiary of Consumers Coopera- 
| tive Association, has purchased 68 
producing oil wells and 4,375 acres 
of undeveloped oil leases from the 
Adair-Morton Company, independ- 
ent oil producer of Wichita, Kan. 
The wells, producing 1,045 barrels 
|of sweet crude a day, will supply 
the co-op refinery at Coffeyville, 
Kan., and bring the total of CRA- 
owned producing wells to 362. 


|}erative Week particularly to be- 
j;come better acquainted with the 
/methods and objectives of Wis- 
|/consin cooperatives. 

“IT suggest that we carefully 
evaluate the strengthening of the 
family-sized farm and the im- 
provement in general economic 
well-being that have resulted from 
the practical application of coop- 
erative principles in our state. 
During Cooperative Week, let us 


way On many products of the 
Frederick Stearns & Co. division 
of Sterling Drug, Inc., Detroit. 
The general design, blue and white 
with a uniform pattern for listing 
information on labels in large 
type, is being spread to the entire 
line. Another national advertiser 
—Duffy-Mott Company, New York 
manufacturer and distributor of 
Mott’s apple sauce, apple juice, 
jellies, cider and Sunsweet prune 


Pennsylvania Railroad and Bald- 
win Locomotive Works, Philadel- 
phia, both are using newspapers 
and business magazines to pro- 
mote “the first direct drive steam 
turbine locomotive” built by Bald- 
win and currently in use on Penn- 
sylvania’s East-West route. Al 
Paul Lefton Company, Philadel- 
phia, is agency for the railroad, 
while Baldwin’s advertising is 


ee. Sy ; , ; handled by Ketchum, MacLeod & 
ot 4 uice— label S - ’ 

"97 aes me prey tha The Consumers Cooperative As-| avail ourselves of the opportunity — 1a releveling its complete Grove, Pittsburgh. 

125 ee, sociation is a by 792 local) provided through public programs, : 

ne ~ ga consumer cooperatives in nin€/radio broadcasts and press infor- Po 

“a fe SL ea midwestern states which serve| mation to more fairly and accur- Kratt, Dodge Rejoin NBC 


160,000 farm and city consumers. 


ately acquaint ourselves with the 


Reynold R. Kraft, recently with 


SOLD! SOLID! » SOLD! SOUND’ 


Koss SrevVENS. 


10 BF OLp-TIM=IR—This ad, which appeared 
' Tin a 1904 issue of Ladies’ Home Jour- 
at EE nal, is said to have been the first razor 


copy to appear in a woman's magazine. 
SETS STATE CO-OP WEEK 
Pm Star Blades Start Madison, Wis., Feb. 7.—Feb. 19- 


51 24 has been proclaimed Wisconsin 
.| | Silhouette Series 


187 New York, Feb. 6.—In addition 
to continuing a Peter Arno car- 
»; | toon series for Gem Blades through 
6 |. 1945, American Safety Razor Cor- 
poration, Brooklyn, has modified a 
i) | blackout theme for Star blades, to 
” feature silhouettes with simple 
2; f blurbs in humorous copy vein. 
of Although Star 6NX double edge 
“ [blades are now available only to 
the armed forces, both Star double 
 |and single edge blades will be 


In 1940 CCA started operation of 
the first consumer-Owned oil re- 
finery in the United States. 


WISCONSIN GOVERNOR 


principles of cooperation.” 


Castilla Names Funt 

Castilla Products, New York, has 
placed advertising of Castilla 
Tooth soap with Theodore J. Funt 
Company, New York. 


Roy S. Durstine, Inc., New York, 
and John H. Dodge, for the past 
two years a lieutenant in naval 
intelligence, have been appointed 
sales manager and assistant sales 
manager, respectively, of the NBC 
television department. Mr. Kraft 
was an NBC salesman from 1937 


Special Editions ole 
lid and soundly c 10%, 


Free survey at your request! 


os B featured in this campaign, which a 
_ | will run in 40 magazines with a) Neslonal Steel 
® TF combined circulation of 20,000,000. | ps 

96 Included on the Star schedule 


45 Fare Argosy, Dell Detective Group, 
Country Gentleman, Liberty, Look, 
Macfadden Men’s Group, Sunday | 
New York News, Pic, Popular 
gx | Publications and Thrilling Group. 
Each insertion in the Gem blade 
48 campaign, in magazines and Sun- 
3) } cay newspapers, will feature a 
us | timely war message. “Avoid Five 
105 § O'Clock Shadow” continues as the 
Gem theme. 

Federal Advertising Agency 
# Fhandles the account. 


“a simple step 


...for Pittsburgh” 


**Et is my firm belief that the transition from war to 
peacetime will be a simple step for Pittsburgh. Pittsburgh 
industries are basic, and Pittsburgh products will be vitally 
needed to meet the pent-up demand for consumer goods 
after war is won. 


» |Coffee Trade Decides 
» 145 Promotion Themes 


Coffee promotion for 1945 will 
stress consumer education on | 
brewing methods, it was decided 
at the recent New York meeting 
is fof the joint Coffee Promotion 
. Committee representing the Pan- 
y; }American Coffee Bureau and lead- 
ers in the coffee trade in the 
 }United States. 

The committee will also pro- 
tw PMote the National Coffee Associa- 
ton seal of approval on brewing 
iy g°UUpment, and advertising cam- 
| #°@gns will emphasize coffee as 
‘he “all-occasion beverage” and 
iy ¥2e0 coffee for summer. J. M. 


y @uathes, Inc., New York, is the 
gency, 


, mith, Bull & McCreery 
fom Hollywood Agency 


|, | Walter K. McCreery, vice-pres- 
— §nt of Allied Advertising Agen- 
*s, Los Angeles, has resigned 
~ join Richard V. Smith and 
Frank Bull in the newly merged 
“vertising company of Smith, 
“ll & McCreery. Offices will be 
. 6642 Sunset Blvd., Hollywood. 
, Also joining the new agency are 
~ former Allied employes, 
~atles B. Ganz, account execu- 
“ve, Mayfield Kaylor, production 
inager and Allen McKee of the 


¢¢W ar brought to Pittsburgh diversification of industry, 
with over four hundred smaller war plants to contribute 
to the over-all picture of a Pittsburgh at peace. Pitts- 
burgh’s basic steel industry has done much to encourage 
the growth of these smaller war plants, and their products 
will add much to the stature of our peacetime economy. 


¢©War has taught Pittsburgh industry many new uses 
for our basic materials, and Pittsburgh is one of the major 
cities in the country that can face the transitory postwar 
period with optimism. To me at least, Pittsburgh’s future 
is bright, and in the days to come, Pittsburgh will become, 
more than ever, the “Workshop of the World.” 
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oof SELLING NEW HAVEN'S 
coin J = WAR WORKERS 


Tee Journal-Courier goes into war plants 
the thousands daily—each copy read 
many, and passed on from shift to 

" — copy working 24 hours daily 

"9 you coverage of today's best- 

"9 customers . . . 100,000 readers 
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WANTED 


ADVERTISING AND SALES 
PROMOTION MANAGER 


By Manufacturing Retail Food 
Specialty Chain 


Somewhere among the readers of this ad 
or their acquaintances is a man with 
whom we would like to discuss an inter- 
esting career opportunity. The vacancy is 
in the organization of a well known chain 
of food specialty stores that manufactures 
its own products. 


This is an ideal spot for the kind of pro- 
motion man who can think behind the ad- 
vertising to influence the very styling of 
the products; who likes the kind of control 
over his promotional programs that is only 
possible through company-owned retail 
stores; who likes to “mosey around” his 
own stores to see what effect his advertis- 
ing and promotion are having: who would 
enjoy the challenge of cash register re- 
sults. 


The company in question is financially 
solid aa has ambitious post-war plans. 
The executive group is congenial. This 
company is interested in only two types 
of man ... a seasoned advertising and 
promotion man, or one who has been the 
right-hand man to a topnotcher. Men who 
are past their peak effectiveness or “young 
hopefuls’’ fresh from the campus will re- 
ceive no encouragement. 


Write to us telling all about yourself, 
your personal and family status, your edu- 
catien, business background, salaries, etc. 
Your letter will be turned over to the 
Executive Vice-President of the company 
in question, in the strictest confidence. 


Ehrlich & Neuwirth 
4 E. 46th St., New York 17, N. Y. 


HERE'S A 
big job 


TO BE DONE 


@ One of the most challenging 
opportunities in the Advertising 
Managership field is awaiting 
the right man. 


There are no deadly “customs” 
or “traditions” here in the way 
of doing a stand-out job, and 
the future is as big as all out- 
doors. 


The company is not a “war- 
baby”. Its growth during the 
past six years to dominance in 
a basic industry is just a hint 
of things to come. 


If you are seasoned enough 
in all Advertising Managership 
duties to accept the challenge 
of taking an important part in 
helping build a big company 
bigger, if you have what it 
takes to direct the activities of 
Advertising Managers for about 
40 prosperous distributors — if 
you’ve had any experience on 
the farm or in the farm market 


— THEN WRITE AT ONCE 
OUTLINING YOUR BACK- 
GROUND. WE WILL HAVE A 


LOT TO TALK ABOUT, ABOUT 
YOUR FUTURE AND OURS, 


Box 6058 ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Til. 


Available Soon 
A SALES-MINDED 
ADVERTISING MANAGER 


ACCOUNT EXECUTIVE 
No dreamer . . . this man thinks of ad- 
vertising management as a Sales-Making 
job. ongenial, sober, versatile . ‘ 
agency and advertiser experience. Con- 
vincing speaker and salesman ‘'pepper- 
upper.’ Married. Age 40. World War 
Il veteran. Drug field. Grocery field. Or 
other. Salary range $6000-7500. 
Box 6064, ADVERTISING AGE 
100 E. Ohio St., Chicago I!, Illinois 


EXCEPTIONAL OPPORTUNITY 


with New York firm in graphic arts field for 
individual with personality and selling ability. 


For such a man who can contact newspaper 
publicity aceounts and advertisers—with the 
proper results—we have an extremely interest- 


ing proposition. State full particulars, back- 


ground of experience, etc. 
Box 6062, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y. 


% in., $3.60; 1 to 3 in., $6.50 per 


WORKERS SUBJECT TO 
MUST BE CLEARED BY 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and 
tatives Available,” 50 cents a line, minimum charge $2. Terms 
cash with order. All other classifications (single insertion rates): 


AUTHORIZED CHANNELS. 


“Represen- 


inch. 


PRIORITY REFERRALS 
THE USES OK OTHER 


HELP WANTED ____ 
ADVERTISING PUBLISHERS 
SALES AND MERCHANDISING | 

POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 8S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 
LAYOUT ARTIST for fast-growing 
Omaha Agency. Key position open 
with real future. Must have real 
creative ability, be able to visualize 
ideas, do some finished art, buy the 
rest and direct production. If inter- 
ested, tell all in first letter including 
agreeable starting salary. Address 
France - Duff Advertising Agency, 
Orggha, Nebraska. 

ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel! 
209 S. State St., Har. 2063, Chicago 
ARTIST. Live advertising agency 
with growing account list offers 


permanent job, real advancement 
opportunity for draft-exempt, am- 
bitious, creative worker on layouts, 
finished art. Write full details, in- 


cluding draft-status, present salary. 
Box 7102, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Opportunity for Advertising and 
Sales Promotion Man with promi- 
nent manufacturer of refrigeration 
and heating equipment in Chicago 
area. General merchandising and in- 
dustrial background necessary. Or- 
ganizing ability essential. Write 
fully. Correspondence and interviews 
will be strictly confidential. 


Box 7120, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. | 


E =) 
STUDENT ARTIST } 
Trained in layout, lettering design. 
No exp. necessary. Large nat’! in- 
dustry. Five day week. Excellent op- 
portunity for young man or woman. 


| 


State age, training and salary ex- 
pected. 
Box 7110, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 

ARTIST 
Commercial, for advertising depart- 
ment of essential industrial concern. 
Should have experience in layout, 
lettering, finished pen and ink, wash 
drawings, paste-ups. Permanent. Lo- 


cation, New York City. State age, 
draft status, experience and salary 
desired. Box 567, Church Street An- 


nex, N.Y.§r.O. 


Local Advertising Salesman on daily 
newspaper in college town in Illi- 
nois, who can take complete charge 
of display advertising department in 
6 months time. Permanent position 


as no service men returning after 
war. 
Box 7093, ADVERTISING AGE 


100 KE. Ohio St., Chicago 11, 


— 


Ill. 


LAYOUT ARTIST 
If you prefer to be with an agency 
that’s not too large or too small, 
where your talents are recognized 
and appreciated, we'd like to talk 
with you. The man we need must 
have creative ideas, know how to 
execute roughs and comps. contain- 
ing figures, help direct our art staff. 
A real opportunity and future for 
the right man. Phone Superior 0707 
for appointment. Jones Frankel 
Co., 43 E. Ohio St., Chicago 11, III. 


A client of ours, publisher of an 
outstanding business magazine serv- 
ing one of the world’s most im- 
portant industries is looking for a 


TOP EDITOR 


Both the industry and the publish- 
er’s established policy of sparing 
no pains or expense in production 
offer a beautiful opportunity for 
successful accomplishment. 


Salary will be commensurate with 
opportunity and requirement. 


Initiative. enterprise, know - how 
and a willingness to strike out 
on unbeaten paths are the first 
essentials. 


Write me fully and confidentially 
about your background. 


‘There are probably no more than 
a dozen men in the country who 
ean properly fill this job. You may 
be one of them 
them. 


-or know one of 


R. O. EASTMAN 


ACCOUNT EXECUTIVE 


New York Agency recentiy opened office 
in Chicago seeks experienced creative 
account executive. Confidentially state 
details, billing, background, pending in- 
terview in New York or Chicago. Liberal 
arrangements. 
Box 6059, ADVERTISING AGE 

330 West 42nd Street, New York 18, N. Y. 


THE 
Eastman 


RESEARCH ORGANIZATION 


|] 330 West 42nd Street, NEW YORK 18, N. Y. 


HELP WANTED 
COPYWRITER 
Permanent position open in advertis- 
ing department New York industrial 
concern engaged in manufacture of 
essential war and civilian materials. 
Real opportunity for someone with 
creative ability, well - grounded in 
advertising fundamentals and ex- 
perienced in preparation of copy for 
industrial trade magazines and di- 
rect mail. Give details of what you 


have done, age, draft classification 
and state salary. 
Box 7104, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 
PHOTOGRAPHER, If you can set up 


your pictures, give artistic touch 
without missing significant detail, 
this growing, well-established ad- 
vertising agency offers permanent 
job with definite advancement op- 
portunity. Newspaper background 
helpful. Write full details, includ- 
ing draft-status, present salary. 
Box 7103, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 
CIRCULATION MAN to establish de- 


partment in growing trade paper 
group in South. Must be willing, 
able field worker. Also prove char- 
acter and integrity beyond ques- 
tion. Salary. Life job for right 
man. Send full particulars first 
letter. 
Box 7130, ADVERTISING AGE 


100 KE. Ohio St., Chicago 11, Ill. 
Woman-Statistician and Accountant 
in Advertising and Public Relations 
department in essential war plant. 
Assist in handling budgets and ad- 
vertising research. College back- 
ground essential. Training and 
knowledge of shorthand and typing 
preferred. Permanent position, ex- 
cellent postwar possibilities. Salary 
open. WMC rules apply. 

Box 7121, ADVERTISING AGE 
100 Kk. Ohio St., Chicago 11, Il. 
COPYWRITER. Agency having 80% 
WMC essentiality rating requires a 
copywriter experienced in writing 
for consumer and industrial ac- 
counts, This is a medium sized 
agency located in the Middle West 
that offers unusual opportunity to 
a young man with selling ideas. 
Give previous employment, experi- 

ence, age and salary desired. 

Box 7123, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, Ill. 
ADVERTISING PRODUCTION 

MAN OR WOMAN 

In small but fast growing Agency 

in Southern New England. When 

applying, state age, sex, race, color, 


married or single, health, experi- 
ones. salary required and availa- 
) a g 


Box 7125, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
AGENCY PRODUCTION MAN 
Here is an opportunity for young 
man in medium sized midwest 
agency having 80% WMC essenti- 
ality rating. If you are interested 
in a growing organization there is 
a definite opportunity for you here. 
Box 7124, ADVERTISING AGE 

100 KE. Ohio St... Chicago 11, Tl 
COPY WRITING—PLANNING 
4-A Agency Central Illinois. Per- 
manent position now open for right 
man or woman. Must be experi- 
enced. Ability to plan complete 
campaigns. General Business Paper 
Advertising experience will be help- 
ful. Excellent opportunity. Write 
xiving details and salary expected. 
Box 7135, ADVERTISING AGE 
100 EK. Ohio St., Chicago aa, Base 


HELP WANTED 


WANTED: 
CREATIVE 


COPYWRITER 


If you are an experienced, 
copy- 
writer looking for a real 
opportunity—if you 
develop basic 


creative agency 


can 
ideas for 
national 
and follow 


important ac- 
them 
through to completion 


we 


counts 


have a_ permanent 
place for you in our Chi- 
cago organization. 

Write complete details or 
telephone for an appoint- 
ment. 


AL PAUL LEFTON 
COMPANY, INC. 


TRIBUNE TOWER, cHicace 


Phone—SUPerior 7977 


Advertising Space Representative 
Excellent opportunity for “go- 
getter” to work midwest territory 
out of Chicago office. Will represent 
two of the leading publications in 
the engineering and construction 
field, for old established firm, in the 
field for past forty years. Starting 
salary $5,000 and expenses, plus 
bonus on commission_ basis, with 
possibilities up to $15,000. Reply 
giving age, education, experience, 
and reference. s 

Box 7127, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


GAL FRIDAY 

We are a small but fast-growing 
pharmaceutical house (ethical) lo- 
eated in Chicago, 4 blks. from Grand 
Ave. “L” Station and North Side 
busses, 1% blks. from Grand-State 
Subway Station. For the right kind 
of girl, or woman, we have an inter- 
esting job with a splendid postwar 
future—about 35% taking executive 
dictation, balance general office 


work. Must be hard worker, de- 
pendable, and first-class stenogra- 
pher. Salary $150 to $175, plus an- 


nual bonus; 40-hour, 5% day week. 
Replies confidential. Answer fully. 
Box 7133, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, Ill. 
ADVERTISING AGENCY 
PRODUCTION MANAGER 
Must be reasonably familiar with 


art, engravings, typography, and 
other mechanical production proc- 
esses; should be able to set up 
schedules and organize detail to 
keep production moving without 
every job becoming an emergency 
one; should also know how to sep- 


arate clerical work from actual pro- 
duction work and assign clerical 
work to an assistant who is already 
available. Good position for alert, 
honest, ambitious individual, man or 
woman, who knows sources, costs 
and how to get things done. Medi- 
um-sized industrial advertising 
agency (located in Cleveland) with 
a good postwar future because it 
has no “war boomer” clients. Posi- 
tion now open. Salary. Your appli- 
cation will be strictly confidential. 
Box 7128, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
POSITIONS WANTED 
AVAILABLE 
PRINTING EXECUTIVE | 
Record of success in | 
CATALOGS | 
SYNDICATED ADVERTISING 
PUBLICATIONS 
In Sales, service, advertising, pro- 
duction. American — 48 — desires 
connection with plant or agency in 
Middle West. 
30x 7131, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, Ill. 


COPYWRITER — general — with 4A 
Agency has extra time available for 
copy service. Present work appear- 
ing in Fortune and other nationally 
known publications. Can furnish 
ideas and complete copy for produc- 
tion purposes. Wide knowledge of 
type, paper, printing processes. 
Box 7129, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WOMAN COPYWRITER interested 
only in job that means lots of work. 


Fast thinking and good copywrit- 
ing. Previous experience in news- 
paper, publicity, advertising promo- 


tion, mail order and agency writing. 
Box 7126, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


EXCELLENT LADY ARTIST 
Desires position with Advertising 
Co. in Sales Promotion work or 
some line requiring good taste. 
G. G. Howard, 6078 Newburg 
Chicago. Phone Newcastle 1287. 
Advertising Sales Promotion Execu- 
tive 46. General knowledge office 


is nothing new to us 


True enough, our interviewing 
hours are limited to three morp. 
| ings a week — Mon.. Tues, and 
Thurs. But this has been done 
purposely so we can constantly 
improve our service. 
| 
| 


Many many more long hours 
are necessary to achieve oyr 
quality of placement work. The 
more time we can _ give to 
searching our files—to studying 
applicants’ resumes—to concen. 
trating on employers’ needs — 
the surer we are of the rightness 
| of our recommendations. 


Sound placement work results 
only from concentrated creatiye 
and analytical thinking —not by 
rushing to fill a job, to plug a 
hole. This spirit inspired the 


establishment of our service—in 
this spirit we seek to serve, 


WALTER LOW 
PLACEMENT AGENCY EN 
| Established 1920 as headquarters for 
| ADVERTISING PERSONNEL 
| Office © Creative © Executive 
| 420 Lexington Ave., New York 17 


and factory. J. C. Landen, 437 15th | 
St., SE., Washington 3, D. Cc. 


Need art 


Advertising Agencies: 


work? Perhaps I can help you. 
High class lettering, layout, etc. 
Write for descriptive folder. Allan} 


K. Jensen, Audubon 1, Iowa. 


Woman thoroughly exp. in adver- 
tising space and mechanical produc- 
tion. Prefer midwest. 

Box 7122, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Publishers’ advertising representa- 
tive with headquarters in Cleveland 


wants a good trade or technical 
paper to handle in Ohio, Indiana 
and Michigan. Thoroughly experi- 


enced and knows this territory inti- 


mately. 
Box 7132, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Can handle additional cartoons, pen | 


WE WANT A 


DISTRICT MANAGER 


A capable straight-forward SALES. | 
MAN with EXECUTIVE ability... 
who can sell a $10 as well as a 
$10,000 order who commands 
Confidence. A man who can direct | 
and inspire other salesmen and HELP 
THEM SELL. NOT from behind a 
desk but in the field. Must be good | 
at detail. 

Product: Necessity-advertising com- 
modity. Must have ability to sell ad- 
vertising ideas. Wide contacts im-| 
portant. 
Our Company is a nationally famous | 
manufacturer, rated AAA-!, factories | 
and offices coast to coast. Man who| 
qualifies will be trained at our gen- 
eral offices and main plant. 

The right man will earn $10,000 or 
more per year. Satisfactory drawing 
account against commission and over | 
ride. 

Openings in Buffalo, Pittsburgh, Phila- 
delphia, Boston, Baltimore, Washing 
ton, Scranton, Wilkes-Barre, Harris 
burg, Pa., Richmond, Va. 

Write full particulars and enclose 
snapshot. 


Box No. 6063, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y. 


—— 


—— 


WANTED 
Art Director 


For medium size, successful New Yor 
Agency with recognized high standards 
He (or she) will have full charge of sma! 
department and work on important men’ 
and women's fashion accounts. Must 
talented, sensitive designer. Someone no 
an assistant art director would have sple™ 
did opportunity to show his stuff! Soleq 
commensurate with agency volume rr 
excellent prospects for growth! Write 


One 
lishers 
minde 
the 


Prome 


details, including salary requirements - 
enclose two or three samples of your pe 
work. These will be held confidential 4 
returned. 


i. 
eee 


 diser ' 
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Good » 
Writer 


salary desired. 


position, 


WANTED 


bs: Pik 
 tdea- Peas 
“Sparker 4 A Man fo Fill These Shoes ¢ #9 
Metal- 
bd Leading industrial publication : 

: has immediate opening for a Working 

Sound PROMOTION MANAGER. A 

Merchan- good advertising man, with ini- 


tiative and follow-through, and 
one with at least a speaking ac- 
quaintance with machines, 
tools, materials. A permanent 
“essential”, 
opportunity and responsibility. 
Send brief. complete resume, 


and ink illustrations, spots, for 
modern aifien DEPOTS Crisp|| gon 6860, ADVERTISING AGE | 
Box 7134, ADVERTISING AGE 330 W. 42nd Street, New York 18, N. 
100 E. Ohio St., Chicago 11, III. | 
—— 
en 


with 


Box 6057, ADVERTISING AGE, 330 W. 42nd St., New York 18, N. v. 
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45 
bl a Age has run a series of institu-|cators with air-age issues. In ad-,of art and creative staffs, has been | Fj ; 
New Advertiser S tional ads in educational journals | dition, “Air-Age Education News,” | reorganized along straight adver- Five Join CAB : 
» to stimulate interest in teaching|bi-monthly periodical, is circu-|tising agency lines. The Cooperative Analysis of 
Educational Copy about air-age problems. The group/|lated to about 250,000 teachers} Officers of the new agency are Broadcasting has announced five 
<.. sie , {aims not at technical education, |and school administrators in this| Milton L. Fitch, president, and | 2° members: Chatham Mfg. 
Appears in Time but in developing an understand-|country and abroad. A monthly | Howard M. Cutler, vice-president, |CO™P@ny, Elkin, N. C.; Reader’s 
ing of the social and economic as- | student booklet, “Air Age World,” | who have purchased control of | Digest Association, Pleasantville, 
pects of the air-age. is also available at 25 cents a copy.|the company. Mr. Fitch was for- N. Y.; and National Distillers | 
New York, Feb. 6.—A newcomer : Response to the initial Time ad . “ Products Corporation, Henry Sou- j 
l he advertising pages of Time—|_ An advisory board of three—| | . merly sales manager of Howard-|\.; 
| } to the ost Ben M. Cherrington, chancellor will determine the research] Wesson and Mr. Cutler was art di- | V2'™® Inc., and Spot Sales, Inc, jf 
and to the general advertising 2, , ne *!l sroup’s fut dvertisi li ; all of New York q 
‘< Alcon tase Re. | University of Denver; Edwin A. groups future advertising policy|rector of Commonwealth Press. : 
ng | § field—'s ee = on Re-\r ee dean, School of Education. |" consumer magazines. 
rn. | & search, established in September, , a Ms 4 : 
ad 1943, by American Airlines, Inc., pee Rew Alexander J. Stod- ———_—- : 
ne | for the advancement of under- |@ard, F heats ae waa E Del-Mar-Va Elects Heads Kurzon Sales Joins Menard & Tabery 
tly tend ng os gasbekann ‘ page gy . nances taken care of by American| Delaware Sen. Robert H. Yerkes| Fred J. Greene, former sales} D.D. Durr, formerly with War- 
ation -4 Airlines. The program is deter-|of the Chronicle, Milford, Del., has|manager of the traffic appliance | er Brothers, Hollywood, as assist- 
ae | eo ns mined independently, N. L. Eng-| been elected president of the Del-| division, General Electric Supply |@nt to the director of studio pub- 
ma In its first insertion to the gen-|ejnardt Jr., director of Air-Age|Mar-Va_ Press Association for |Corporation, New York, has joined licity, has joined Menard & Tab- 
The § eral reader, the group alms to|Education Research, told Apver- | 1945. Other officers are F. A. Cul- |Kurzon Company, New York ap-|€'Y, Inc., Los Angeles, designer 
to ¢imulate thinking “in terms of TISING AGE. ver, Democratic Messenger, Snow|pliance distributor, as general |and manufacturer of advertising | 
ing | Mt for the good of humanity. Prepares Air Age Literature Hill, Md., vice-president; and W.|sales manager. Kurzon recently |displays and decorations, as head jj 
en. § Drawings of two planes, one Murphy Metten of the Journal-|was appointed to handle New York of sales development and public 
+2 blackened and in process of re- Since Jan. 1, 1944, the group|Every Evening and News, Wil-/|distribution of Hamilton Radio relations. 
ress easing bombs, the other illumi-|has distributed more than 300,000 | mington, Del., secretary-treasurer. | Corporation products. 
nated Oy an sight = png pieces of educational literature, PRY 5 
in peacet , illustrate the|has prepared and published book- MULTIGRAPHING 
ults § organization’s thesis that the air-| lets aps, lobe d the ms sso " ee 
tive | plane is potentially as much a a on entostad wick sie aah + sett Nr a Rejoins Ronalds Agency MIMEOGRAPHING 
| by § force for right as it has been for|“at nominal, non-profit, prices” to eorganized as Agency Flying Officer D. R. Loney, fol- h McE] ° ’ 
ig a § might. ; _ |sehools. It has replied to 30,000! Howard-Wesson Company, Wor- | lowing service with the RCAF, has Jo na wain & Co. 
the For the past six months Air- | letters from teachers, and has had | cester, Mass., which for the past rejoined Ronalds Advertising A DIRECT MAIL SERVICE i 
—in published in educational magazines | 40 years has operated as an en-|Agency, Toronto, as traffic man- | ,, Phone Webster 2826-7 
articles designed to acquaint edu-! graving house with addition later |ager and space buyer. .. ee cHmIOAgO 
N 
“ww | SUCH AN OPPORTUNITY ge es ae ‘ 
NEL} :0R A YOUNG ADVER- SE ie | 
sv | TISING MAN RARELY 2 Ot hig ® . 
=| PRESENTS ITSELF eo seinem: nists | 
= ie a~ mri ererr 
—— One of the nation's largest pub- om : si eT re f* 
| lishers fn New York) needs a sales- a i. fe we ory * 
2 || minded advertising “comer” to fill ee 
aus. | Me position of Assistant Sales Bae Bes ? 
~_ || Promotion Manager in its Aviation 
as a\f Publishing Division. If you have 
nands § the vision to see beyond the nom- 
pe inal starting salary ($3,000)—if you 
‘nd » 4 Wh to establish yourself in a 
good |§ Strong position in association with 
the aviation industry—you will find 
reed! this organization truly unlimited — 
ie im | Possibilities for advancement. a i 
| A Complete Directa:y 
famous |f 10 qualify, you should be between ; F et 
ctories | 25 and 35, draft-exempt, with 3 to e Plasties Industry on— 
ts - S years copy experience—and ser- pea maken vain’ 
r ge teas le purpose. —_e fosins, Stet, chemicals and 
000 or Ingredients, 
lrawing Write for interview giving full details of - i achinary ond tools for 
d over: |i You background, and tell us why you  molders; fominsters and F 
feel that could go places if given full . iebiegiors. ~o 
| Phila- | *Ppertunity. Box 6053, Advertising Age, Say a OE Ve a ie, 
‘thing. | 80 W. 42nd St., New York 18, N. Y. eee pare maee by & 
Herts ‘part Gamewand name: of ; 
manufacturers. ; 
enclose || — for geal 
. AGE, 1. Those who design, engineer and 
N.Y. make plastic products— including 4 
— technicians and others who directly C 
—— influence specifications and purchases. 
AVAILAB LE 2. Those who specify, buy, sell or use 
plastic products—top executives and 
titled personnel of actual or potential 
ow You | AGENCY PRODUCTION users of plastic products. 
tandarcs. | # 
CE! | MAN Published in March : 
t be 
L- now . } 
ve spe Twelve years’ experience in ' 
ume wil’? flight agencies have This Annual PLASTICS’ Directory—the special March issue of 
nS made me competent to han- ‘ 
yntial 0d * advertising production PLASTICS—is mailed personally to the 14,000 most important men 
GE a the responsible manner 
wet Which it deserves. in the plastics field. Such circulation—concentrated on key men—is 
—— } Married, 32 years of age ; - , 
— jand draft exempt. Am now a natural for advertisers ... 12 months’ reader reference is assured. 
eo |mployed out of town but 
oem 8) "'Sh to re-establish myself 
jnat \Dreferably in Chi 4 | AS A REFERENCE BOOK PLASTICS’ Annual 
n let ic, m IcCago, al- Directory offers technical and product de- 
gal | 8h location will be sec- velopment data, as well as detailed classifica- f 
: mdary to the opportunity. tions of manufactured plastic products by part « 
: Also inte din joini names... also, an index to names, addresses 
ield We crested in joining the and products of molders, laminators, equip- 
y ertsing «department of ment manufacturers and basic chemical sup- 
ib * progressive manufacturing pliers... plus a comprehensive directory of 
oncern as a possible alter- manufacturers of materials (with tables of the 
Native, physical, chemical and other properties of 
their products). A unique and invaluable ref- 
4 Box 6061, Advertising Age erence book! , 
a” E. Ohio St. Chicago 11, Tl. 
| PLASTICS’ ANNUAL DIRECTORY, as an integral part of PLASTICS, offers concen- 4 
trated circulation— 100% executives. Ask a Ziff-Davis representative for full details. 
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, Adver 
Current Network Hooperatings |g, 
Evening Program Audiences 1001 
is MOST LISTENERS PER SET of r 
| Programs Total Sponsor 
| 1. Crime Doctor 3.17 Philip Morris Indi: 
A 2. Jack Benny 3.16 American Tobacco Co, fpreaghe 
3. Blondie 3.15 Colgate-Palmolive-Peet gy 
ae Most Men: Boxing Bout (Archer vs. Zanelli) 1.19 (Gillette) a 
nee Most Women: Jack Benny, with 1.61 (American Tobacco Co.) ive ne 
sg" Most Children: Lone Ranger, with 1.16 (General Mills) cata 


MOST SETS IN USE 


Le, ee ag os oes hos poe Heese ewes aes 
Programs: America’s Town Meeting of the Air (Reader’s Digest 
Ass’n) 
Gabriel Heatter (Zonite) 
Bing Crosby (Kraft Cheese Company) 
Major Bowes (Chrysler Corp.) 
ee a Rs en ee ee a Se ee 
Programs: Walter Winchell (Jergens) 
Radio Reader’s Digest (Campbell Soup Co.) 
Steel Horizons (Allegheny Ludlum Steel Corp.) 
Manhattan Merry-Go-Round (Sterling Drug, Inc.) 
Tied for 3rd Place: 
eo A sa re 
Programs: Blind Date (Lehn & Fink Corp.) 
Burns and Allen (Lever Bros.) 
Adventures of Sherlock Holmes (Petri Wine Co.) 
Concert (Firestone Tire & Rubber) 
DR TE Ek 6 bi cdccomcctisceseseccvcecseessman 45.4 
Programs: Spotlight Bands (Coca-Cola) 
Radio Theater (Lever Bros.) 
Information Please (H. J. Heinz Co.) 
HIGHEST SPONSOR IDENTIFICATION 
Radio Theater, 9-10 p.m., Monday, with 91.4, Correct Product 91.3 
Other 0.1 (Lever Bros.) 


FIRST FIFTEEN EVENING PROGRAMS 


* ‘ 

MH Florida begins a new year 
of progress with steadily growing population, 
greater industrial and agricultural wealth. 
Millions in payrolls mark the steadily growing 
importance of the Empire of the Sun as a place 
to work and live in twelve months in the year. 


* ‘ 

HYUN Frorida’s three great morning 
newspapers are your open sesame to this new, 
rich market ...a market that is important now 
and will be even more important in the peace 
years to come. There’s nothing transient about 
Florida’s prosperity. It’s built on the solid 
foundation of Florida’s permanent industries, 
permanent homes and families . . . working for 
Victory ... planning for peace. 


Net- Rat 
Program Sponsor Product work in 
If you are building for tomorrow . . . establish Bob Hope Pepsodent Co. NBC 341 
your trade relations today in Florida’s three Ae 3B aoe & Molly Ah ag penn —_—o eb at 30.8 
js , . s y € 1eese Oe sivee ‘ oF 
major markets and their trading territories .. . Walter ‘Winchell Jergens Co. igs Jergens Lotion Blue 283 
through the columns of Florida’s three great , Mr. District Attorney Bristol-Myers Vitalis, Ingram NBC 261 
Radio Theater Lever Bros. Lux Soap CBS 2465 
morning dailies . . . at low cost. Charlie McCarthy Standard Brands Chase & Sanborn NBC 242 
y 4 Jack Benny American Tobacco Lucky Strike Cigarets NBC 242 
Joan Davis & J. Haley Spe ys > Dairy Sealtest NBC 240 
‘. a é = Screen Guild Players uady Esther Ltd. CBS 234 
TAMPA TRIBUNE oe. : JACKSONVILLE, FLORIDA TIMES-UNION | ~ MIAMI HERALD ee Cantor yp ag oe Trushay, Sal Hepatica NBC 210 
Ro <r 5 a Sheila : \" 7 ; e Abbott & Costello t. J. Reynolds Camel Cigarets NBC 205 
‘f ee. io eer = o F “<4 I ee NES Pee Hildegarde* B&W Tobacco Raleighs NBC 193 
Bi Reynolds-Fitzgerald, Inc. j nf p : A, Take It Or Leave It Eversharp, Inc. CBS 184 
o i a ‘ Kay Kyser American Tobacco Lucky Strike Cigarets NBC 185 


a A. Ss. Grote Atlante 


Jann and Kelity, Inc., Atlanta 


*Includes computed measurement for Eastern Area portion of this Network 
Hooperating. 


know, then presenting it over the air so sim- 
ply that it sounds far easier than it really is. 

Washington is a logical hunting ground for 
the Fact finder. He has the run of the Library 
of Congress (with 7,300,000 volumes, pam- 


Ever see a square bubble ? 


Eisai will tell you that bubbles are round 
... always have been. But why? 

In the nation’s capital there’s an anony- 
mous little man who devotes his time to the 
pursuit of miscellaneous knowledge. He 
burrows in filing cabinets and devours the 
pages of erudite volumes. WTOP listeners 
call him the Factfinder—and, for him, the 
explanation of why bubbles are round is no 
brainbuster at all. In a scientific yet unstuffy 
manner he makes knowing things a happy 
combination of fun, entertainment and 
attractive listening. 

Not always academic, he’s found out how 
many steps there are to the tip of the Wash- 
ington Monument (898) or what to do if 
you're invited to a White House dinner (go). 
WTOP’s Factfinder, aided by his omniscient 
staff, is a hawkshaw of knowledge, regularly 


hunting down information people want to 


Represented by Radio Sales, the 
SPOT Broadcasting Division of CBS 


phlets, periodicals), maintains his own 
towering file of books, clippings and re- 
search data, and employs the facilities of 
a famous question-and-answer organization 
whose columns are nationally syndicated. 

The Monday-through-Friday broadcasts 
of the Factfinder (5:45-6:00 P.M.) are all 


sold out to the same sponsor. We tailored 


them expressly to his needs a few weeks , f6# tho: 
ago, bracketing them between two of Pleats 


WTOP’s most popular newscasts. Creating 4ORIZ: 


special program ideas and airing them at Mroug! 
* . ° duster 

smart spots in our daily schedule is a com- 
monplace procedure for WTOP program- TIC 
planners. So, if you have a question (such as Qut the 
“What kind of a show could WTOP build mp e 
. fftrough 
for me?”), better see us or Radio Sales. tlder 
Don’t ask the Factfinder —he’s busy trying aminat 
' manuf 
to find out how many rabbits there were 4s 3 
of last Tuesday. Scores 
6 pla 
at PL 
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fingan Promotes 
(0th Birthday 
of ‘Reliable’ Meat 


Indianapolis, Feb. 7.— Having 

ed the ripe old age of 100 
years, Kingan & Co., second old- 
st meat packing organization in 
ymerica, is engaged in an inten- 
sve newspaper, poster and radio 
gmpaign to tell the story of its 
gwwth since the foundation of 
he“House of Kingan” in 1845 in 
péfast, Ireland. 
Starting last month, 1000-line 
gis captioned “100 Years of Re- 
jgble Meat Processing” appeared 
ip 171 daily and 39 weekly news- 
apers in 14 states east and south 
of Indiana, in six of which Kingan 
igs packing plants. The first ad 
showed in picture-book style how 
ensumer purchases of meat have 
changed since 1845, while the sec- 
od explained the expansion of 
Kingan plants in the United States 
through the century, and the third 


de@pibed the diversity of Kingan 
; oo the drive will branch 
inte4-sheet posters, four of which 
iappear in 62 markets of 12 
sae and the District of Colum- 
i@ilustrated by Howard Scott, 
th@posters are captioned “That’s 
Witeat,” and feature four prod- 
¢d& ham, bacon, sausages and 
nmfturters. Commercials on 
vm@ler-hour news programs Kin- 
gr already sponsors on _ four 
tations are tied in with the anni- 
versary. Stations are WFBM, In- 
mapolis; WRNL, Richmond; 
TAR, Norfolk, and WPTF, Ra- 
eigh. 

Grocery stores handling Kin- 
af products have been supplied 
itf{window displays and new 
eipe books for housewives. The 
mpany has also redesigned the 
aceages for all products incor- 
crating the anniversary seal to 
pear on the posters and news- 


apers ads. 
cy in charge is Elmer L. 
li Advertising. 


et 


47.8 


47.2 


45.4 
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0Cocktield, Brown 


oll W. McLeod, formerly 
W@iron leader and commanding 
figt of the RCAF instrument 
yigg school, Desronto, Ont., has 
ined the Toronto office of Cock- 
dG Brown & Co. 


nheim Joins Arndt 

ey G. Oppenheim, in charge 
{ales promotion for several Mc- 
tay-Hill publications before the 
and more recently with the 
Shand WMC at Philadelphia, 
a joned John Falkner Arndt & 
Philadelphia agency. 


= 
=) 

ome 
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lstics 


the new - products publication 
ft those who make and use 
Plastics products. 


HORIZONTAL readership — 
Moughout the broad fields of 


Mdustria| plastics applications. 


RRTICAL readership — through- 
Out 


flo 


the plastics industry, from 
y 


P executives down and 
Hifough its 


~ 


many branches — 


A 
"Gers, 


extruders, fabricators, 
‘minators, and plastics material 
™8nufacturers. 
¢. r 
“8S OT progressive industries 
4%@ plastics. Many 
“ying their uses. It is natural 
at PLAC ‘ 

) PLASTICS WORLD aets a 


ore 
Sfomn 
MDT, thor 


more are 


2rough reading, with 
cent) j ‘ ‘ 
“ptional pass-on circulation. 


Have you seen a copy? 
25,000 Circulation 


Itful © Economical 


" H PUBLISHING CO., INC. 


‘ Mth Ave, New York 17, N. Y. 


Cleveland Los Angeles San Francisco 
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W. T. Johnson Promoted 


Walter T. Johnson, for the past 
six months acting district sales 
manager at Chicago for the 
Columbia Chemical Division, 
Pittsburgh Plate Glass Company, 


has been appointed to the posi-. 


tion permanently. 


Matthew Appoints Hill 


Matthew Products, New York, 
manufacturer of Thermopine and 
Sarong bath preparations, has ap- 
pointed Hill Advertising, New 
York, to handle its account. 


Treasury Releases 
Joint Bond Appeal 


for Front Covers 


New York, Feb. 7.—The Treas- 
ury Department has released a 
joint statement signed by the five- 
star generals and admirals for 
front-cover use in connection with 
the 7th War Loan drive in June 
(AA, Jan. 22). Business papers 
planning to use the message may 
combine it with any art treat- 


ment desired and, unlike the flag 
covers used previously, may use it 
with front cover advertising. 
Addressed to the American peo- 
ple, the appeal calls upon those 
whose “sons, husbands and broth- 
ers who are standing today upon 
the battlefronts ... fighting for 
more than victory in war... 
fighting for a new world of free- 
dom and peace” to “invest in war 
bonds to the fullest’extent of your 
capacity,” and to “give us not only 
the needed implements of war, 
but the assurance and backing of 
a united people so necessary to 


53 


hasten the victory and speed the 
return of your fighting men.” 

The message is signed by Gen- 
erals Marshall, MacArthur, Eisen- 
hower, and Arnold, and Admirals 
Leahy, King and Nimitz. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Lima, Ohio, U.S.A. 
The Werld’s Largest Manufacturers of 
All Types ef Signs 


one US ow oF 


Y( 


83°, of the car dealers of the country plan to expand their service 
facilities after the war, the majority expecting to handle from 20%, 
to 40% more service in their post-war establishments. 


These important facts, developed by a recently released survey made 
and compiled by R. L. Polk & Co., of Detroit, give you the car 
dealers’ own estimate of their expansion soon to come. 


And if you were to ask a like question of the country's 42,000 inde- 
pendent service establishments (exclusive of gasoline stations), the 
story would be much the same. 


The market reached by MOTOR AGE—the great automotive after- 
market—already going strong, soon will be going stronger—for you. 


FIRST IN IMPORTANCE 
CAR DEALERS AND INDEPENDENTS 


MOTOR Hot 


A CHILTON Publication 


® 


Chestnut and 56th Streets, Philadelphia 39, Penna. 
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= . =¢- crystallized, so to speak, in favor| The product submitted to the s 2 
Vitamin-F ortified of the appropriate ee of | council for possible acceptance, «| 20-City Campaign Grosset & Dunlap 
- flour and bread (and perhaps other | said, is a mixture of customary oo . 
Candy Fails to cereal products) with several fac-| candy ingredients, with vitamins Wolated for New Novelizes Films 
. tors and the gery ccs agers — added from other sources. juets | t D d t New York, Feb. 8.—Grossés A 
with vitamin D, of table fats with| puts it in a class of products ’ eB Sel and 
Win AMA Seal vitamin A and of table salt with | “which do not conform to ed otex eodoran Dunlap today ey Plans for . 
Chicago, Feb. 8.—Addition of | iodine.” a principles followed by the council} Chicago, Feb. 6.—International ae en pee py Film Ch 
synthetic vitamins to candy does To what extent other additions | in dealing with enriched or forti- |Cellucotton Products Company, pepo os conan Ga ac Mainly § unde 
not conform to principles followed | Will acquire widespread accept- fied foods and therefore cannot be| having completed tests in Boston with cochulanal suneinte of ae Judg 
by the Council on Foods and Nu-| ance and official approval “only| considered for the seal. papers for promoting the new de- chek. chi mae te novels trict 
trition of the American Medical | time and the accumulation of wes — odorant feature of Kotex wamiery watow ve Deen ern 
Association, it said today in re-|data can determine,” the council) S,ence Opens Agency =| 22Pkin, will begin widespread pre’ | Plans are now being formulated tru 
Silaat couamaaaier "contad — She , C. B. Spence, for the past 15| papers in about a score of major | for advertising to be co-ordinated # ym 
bar. J Carbohydrate Intake Too years advertising manager at Fort | metropolitan markets. Similar pro- gaat sig picture exploitation with 
Without revealing the trade Sugar, candy and sweetened Worth, Tex., for Monnig’s depart- | motion will follow in magazine in- Tei oe ae this chen woul that 
name of the particular brand, the| carbonated beverages present an-|™ent store, has resigned to form | sertions. ; ..\for the publisher to advertise j restr 
council said this confection was|other problem, and there is evi-|the Spence Advertising Agency,| The product was introduced in the theatrical pages with the tan 
being “offered ostensibly as a|dence supporting the view that 605 Insurance building. Charles} the Pacific Coast market this fall. cinema advertising hitting the pee 
specialty product of high nutritive public consumption of “such a | Stall, formerly assistant to Mr.|Company officials decline to say neuk vevine iaelian. gocia 
value and of some use in medi-j highly purified carbohydrate as Spence, has been named advertis- how the improvement took hold, or The new line will be basicaly Act 
cine, but in reality intended forjcane sugar is so high as to be of |ing manager for Monnig’s. how many insertions will be run priced at $1 but certain titles oa o 
promotion to the public as a gen-| some public health concern.” Say- Se gat yrs eg eat M retail for $1.39 and $1.49. Dis joan 
lg emer! confection, a vita- oA venga —— of b oon Burdick Joins Doner P | wader Teotueed ta olan oe tribution will be through regula » ed 
n ndy. problem have already been dis- ‘ ! : + 3 n l 
Reviewing growth of the practice| cussed, and council nevertheless} George L. Burdick, until re-| Zine advertisements by its maker, agg iggy ‘theaters pal journ 
of adding vitamins to foods in| called attention to a resolution of|cently with the Daily Press, Pon-| Personal Products Corporation, | io book of the movie on the ine on 
general, the council said its opin-|the Food and Nutrition Board of|tiac, Mich., and before that adver- | Milltown, N. J. pa Oy , oy 
ion and that of the Food and Nu-/the National Research Council|tising manager at Detroit for ee The account is handled dire¢t e 
trition Board of the National Re+)flatly opposing the addition of syn-|Montgomery Ward & Co., has Conduct Lecture Course ‘ re ‘d 
search Council and U. S. Food| thetic vitamins to carbonated bev-| joined W. B. Doner & Co., Detroit ‘ oe 
and Drug Administration “have|erages and confectionery. agency, as production manager. on House Magazines - L R « 4 +The 
A six-week lecture course in Edwin eason fhejoins assert 
magazine technique was ee Dickie-Raymond, Inc. ser 
last week at the Nationa rts ; ia 
Club, New York, by the House 3 — oo pe E. Leason, te ot 
Magazine Institute. The course, tong Be — th ‘Bost active duty, olaint 
open to editors and interested per- | 24S ‘er ti ” on and News sei 
sons regardless of membership in| York adver "of tien j 
the institute, is being conducted | "8 ST he S = 
by K. C. Pratt, editor of “Stet,” ae t ay- Def 
assisted by guest editors. mond, inc., He they | 
Topics include writing the story, | easurer. by dike 
more about copy, illustration and _—, make his better 
photography, layout and engrav- | headquarters in we {2 
ing, mechanics of production, and Boston. to las 
organization and administration. | . Before my oh 
Secretary of the course is Mrs. | 18 service Col. 
Tracy Millard of the Mutual Life “ oh iM 3-3 : G-E 
Insurance Company of New York. pat alec ved Nam 
° ° treasurer of the : 
Mark Joins Simpson company. He  Fdwin Lease ui 
Howard S. Mark has resigned as| had previously been advertising§ Comp 
circulation director and general| manager of B. F. Sturtevant Com-§ comm 
promotion manager of the Globe &| pany, and was president of the sponsi 
Mail, Toronto, to become advertis- | Boston Advertising Club, 1940419 and p 
ing manager of the Robert Simp-| While in service, he was attached ® staff ; 
son Company Ltd., Toronto de-| to headquarters of the Second Ai dent, 
partment store. Force. Vice - 
charge 
Jie | 
H. M. 
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Y ovve heard a lot about the tenant We quote these statistics simply to emphasize E=WM D Moves our front 
farmer in the South . . . but have you heard how the farm South is changing . . . what a Radio 


that owner-farmers are steadily on the in- 


crease? 


Many tenant farmers are good 


that’s beside the point. The fact is that in 
1940 there were 128,622 more owned farms in 
the South than there were 10 years back—2,161 
was the increase in all the rest of the U. S. 
Those are official figures—U. S. Census of Agri- 


tomorrow. 


customers but 


fine market it is today and for post-war 


Southern Agriculturist reaches this steadily 
rising market—reaches it—covers it—sells it. 
Your advertising in this publication goes into 
over 900,000 farm homes, under the most fa- 
vorable auspices. This 75-year-old farm paper 


is the farmer’s adviser as well as his life-long 


drab to commercial glow . . 


This means that reconversion won't throw a monkey-wrencl 
Peoriarea’s prosperous inner-wormile 
You can depend on Peoriarea s 


PEORIAREA'S Reconversion Problems affjt" 
Only Paint Deep... 


It takes exactly the same kind of earth-moving machinery 1 
construct bombed air fields as it does to build new ones for po 
war. That’s why Peoriarea’s reconversion problems consist 
largely of changing the paint color of the products from 4m) 
. nothing more! 


int 


tenes | 
O00 if 


culture, 1940. friend. Peorians Have buying population of over 600; ‘rom ets 
the WMBD Habit! continue supplying the material dn on 
which sales records are made. AdW S 


ublets, 
panies. 
_—... 


The entire PEORI- 
AREA of over 600,000 
population is domin- 
ated by WMBD, as 
proved by Hooper and 
Conlan listening audi- 
ence surveys. WMBD 
dominates with a cov- 
erage “‘tune-in’’ of 
56.3% (Conlan, 1944). 
You can capture 
PEORIAREA through 


one station. 
. Member CBS 


4 . . 4 4 (j 
tisers who are cultivating this hi-p 
market today are insuring increase 
sales tomorrow. 


| ore mesgecctnmen apne tape cmmannc oe 


WMBD’s listening audience in 
Peoriarea is greater than all 
other stations combined. 


qART oF "le, 
1G 


sib bl BO ie at 


is read by 2 out 

of every 5 white 

farm families in 
the South. 


pat - 
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945 
p Animal Serum Ads 
Cited in Newest 
«| Anti-Trust Suit 
Film Chicago, Feb. 8.—Jury trial got 
inly § under way here Tuesday before 
ries § Judge W. H. Holly in federal dis- 
els ict court, in an anti-trust suit 
prought by the Department of 
Justice against the Fort Dodge 
lated § Serum Company and 14 other ser- 
lated # ym companies and their officials, 
ation with justice attorneys charging 
reas, that the defendants combined in 
d bell restraint of trade by making cer- 
¢ inf win claims in advertisements 
the placed through their American As- 
the sociation of Serum Producers. 
According to Ewart Harris, for 
ically the justice department, the defen- 
may® dants, who sell animal serum 
Dis-§ through veterinarians only, claimed 
gular™ jn advertisements run in livestock 
have journals that it is unsafe and un- 
ggingm desirable for anyone except a li- 
ie in-M censed veterinarian to vaccinate 
hogs against cholera. The ads, he 
ect. B aid, urged farmers and livestock 
preeders to nave veterinarians use 
serums. 
; The campaign was designed, he 


asserted, to cut down sales of 
srums by so-called “lay” com- 
panies who sell direct to farmers. 
first witnesses. called for the 
plaintiff testified that unless a dis- 
ease in a herd is involved, vaccina- 
tion is only a mechanical proced- 


ure. 

Defendants take the position that 
they sell only to veterinarians be- 
cause the veterinarians are much 
better able to handle serums than 
are farmers. The trial is expected 
to last two weeks. 


GE Shifts V.P.s; 
Names Dunham, Meyers 


So as better to coordinate its 
wartime services, General Electric 
Company has relieved 10 regional 
commercial vice-presidents of re- 
sponsibilities for apparatus sales 
and made them members of the 
staff of Charles E. Wilson, presi- 
dent. They will report directly to 
Viee- President E. O. Shreve, in 
charge of customer relations in 
New York. Those affected are: 
H. M. Alvord, San Francisco; T. 
F, Barton, New York; W. O. 
Batchelder, Chicago; L. T. Blais- 
dell, Cleveland; W. B. Clayton, 
Dallas; E. H. Ginn, Atlanta; A. L. 
Jones, Denver; T. S. Knight, Bos- 
on; A. S. Moody, Portland, Ore., 
and C. K. West, Philadelphia. 

Harry E. Dunham and Harry R. 
Meyers have been appointed man- 
wer and assistant manager, re- 
spectively, of the G-E patent de- 
og Pattment at Schenectady, N. Y. 


Saleway Launches Serial 


Safeway Stores, Inc., Oakland, 
Cal, on Feb. 19 will begin spon- 
worship of “Aunt Mary,” a daytime 
tramatic serial produced by C & F 
Radio Productions. The live pro- 
Ham will be aired on the Pacific 
NBC network, with transcriptions 
if the show used to cover Safe- 
"ays eastern areas. Four agencies 
.§ Safeway will handle the com- 
#etcial credits— Foote, Cone & 

Pelding, Ruthrauff & Ryan, J. 


Walter Thompson and McCann- 
lrickson. 


iccounts to Emery 


Emery Advertising Company, 

ltimore, has been appointed to 

mpace advertising for J. A. Tum- 
“et Laboratories, chemical spe- 
falties and cleaners, and Standard 
*medy Company, manufacturer 
® OSR laxatives and stomach 
ablets. Both are Baltimore com- 
panies, 

’ — 


ALL BY ITSELF.. 


) THE LIMA NEWS 


mpertising Age, February 12, 1945 


G&W Appoints Fisher 


Advertising Manager 
Frederick L. Fisher, for the past 
15 years director of advertising 
and promotion for Lincoln Na- 
tional Life In- 
surance Com- 


pany, Fort 
Wayne, Ind, 
has joined 


Gooderham & 
Worts Ltd., De- 
troit, as adver- 
tising and sales 
promotion man- 


ager. 

Mr. Fisher, 
whose _ Lincoln 
Life advertis- 
ing won several 
insurance advertising competi- 
tions, will direct G&W’s continu- 
ing “Gem of the Blends” campaign 
for William Penn blended whisky. 


F. L. Fisher 


18,500,000 Set 


as Garden Goal 


New York, Feb. 8.—The War 
Advertising Council today revealed 
plans for the 1945 victory garden 
campaign, which begins immedi- 
ately. Copy will stress the neces- 
sity for sustained efforts of home 
gardeners who last year had 18,- 
500,000 victory gardens. Increased 
military requirements, critical 
shortages of labor, transportation 
and processing facilities will be 
used to prove the necessity for the 
continuance of the program. 

The campaign, too, will plug 
the Crop Corps theme, to get part- 
time labor for the fields and proc- 
essing plants. 

The council released figures 
which showed that in 1944 victory 
gardeners produced 40% of all 


vegetables consumed in the U. S.; 
home canners provided 50% of all 
consumed canned vegetables and 
66 2/3% of all canned fruits. 

The campaign is supervised by 
Cnarles G. Mortimer Jr. vice- 
president of General Foods, with 
Albert Brown, director of advertis- 
ing and merchandising, Best Foods, 
as campaign manager. Benton & 
Bowles is the volunteer agency. 
Copy will run predominantly in 
newspapers and radio. 


Crosby Joins WLIB 


Dell Crosby, formerly freelance 
writer and producer of Army, 
Navy and Red Cross radio shows 
for the War Advertising Council, 
has joined the sales department of 
WLIB, New York. Mr. Crosby 
previously was station manager of 
KPHO, Phoenix, and WWL, New 
Orleans. 


Heads Buffalo Adclub 


Herbert J. Vogelsang, president 
of the Niagara National Bank, 
Buffalo, N. Y., has been elected 
president of the Greater Buffalo 
Advertising Club. 


The \|EXea Pein 
AUTOMOTIVE SERVICE INDUSTRY 


is entering the most prosperous period 
in its histo Covet this market 
thoroughly w Automotive Digest. 


VOLUME COVERAGE* 
7” x 10” PAGE SIZE 
LOWEST COST 


Write for Market Study 
*75,000 


AUTOMOTIVE DIGEST 


Cincinnati 10, Ohio 


Vow! le 7c 


WAAT delivers 


more listeners per dollar « 
in America’s 4~ Largest Market 


than any other station — 
including 


all 50,000 watters! 


*See Latest Surveys! Check Availabilities! 


National Representatives: Radio Advertising Co. 


Do you realize this market contains over 3% million people; 
more than these 14 cities combined:— Kansas City, Indianapolis, 
Rochester, Denver, Atlanta, Dallas, Toledo, Omaha, Syracuse, 
Richmond, Hartford, Des Moines, Spokane, Fort Wayne. 


/\y 75 miles from any 


Representa tther metropolitan city in 
NORTHW 
JAREA ESTERN 


14,200 OHIO 
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‘i — , . ? 
Graham-Paige —_Pepsodent Division GE Announces 4 (Dissom rausay pe ne 
‘Sales Managers Named ’ Pasadena, Cal., Feb. 6.—Emer-| authors’ Association and of 
Lays Sales Plans | Pepsodent Division of Lever Drastic Changes mice ety mAs a sag gg ie oe Club of —. Englan 
. ' | Bros. Company has completed the ‘ : and in 1928 was lieutenant-go 
New York, Feb. 8.—Plans to|— rs ec Bridgeport, Feb. 8.— General| Age, died here Wednesday, Jan. : ~ Bove | 
build upwards of 350 cars a day pro = lop ame — Electric Company’s appliances and|31, where he had been spending red Bs ber eS arnt ae f 
in the first year of production were | ®UC€s “i il Pe; He : pe ‘ie merchandise department  will|is winters since his retirement tional istrict O wanis Interni 
announced here by Joseph , Bh od beim ye Prato om h a spend more than $5,000,000 in|from the magazine in October, sonal. . 
Frazer, chairman of the Graham- | |*'" the divisi vd bined Smee advertising this year, a substantial|1942. __ my 
Page Motors Corporation. Within (AA. Ji 8). . wae actors! increase from i944, AA is told.|_ Mr. Findley, who came to The| DAVID J. RANDALL 
the next three months franchises Th. 10° ffic d thei The bulk of the increase will be|170n Age in 1913 after teaching} New Canaan, Conn., Feb. 6. 
will be awarded to a nationwide|_*"© *! N , ¥. rk H 7 tevin: for the “General Electric House | Classical languages in high schools, | David J. Randall, 77, former news. § J« 
group of 1,200 distributors. Sic =~ Hare Mce : Pages’ Party,” a daytime show launched | Was for many years the magazine’s|paper representative with Lorem 4 
Mr. Frazer said that present | - 7 ? oral ty oP shia. last month on CBS, which is ex- | /eading sales representative. Dur-|zen & Thompson, Inc., New York 
plans provide for production of a Sar ‘- om Atl: ot T = cn ms pected to cost $1,500,000 for time |128 his long residence in Cleve-|died today in his home here, He ee 
six cylinder, six-passenger, 100-|°@™ | New O led a, Ww B — and talent this year. Magazines|!and, where he first joined The|came to New York in 1892 as aq. = 
horsepower car which will range ot Tk i a a Mi Son; / and newspapers are among other |/Ton Age, he was active in civic |vertising representative for severg wa 
“next to the lowest in price.” St. li WE Bale y Dalles OT media scheduled. Young & Rubi-|@nd academic circles, as a mem-| Midwestern newspapers and jg Gor 
Dealers will function under dis-|2P0)5, W. os yar 1 may SS 5: | geen te agency for this department.|ber of the University Club, and/|1912 founded his own firm, Jy me 
tributors in territory allotted ‘to Anderson, and Los Angeles, Paul on the boards of the Epworth-|1934 his company merged with T 
po hereto Mundie. : Euclid Church, the Citizens|Lorenzen & Thompson, Inc., wher = 
av ists 9 ae ae Victory Garden Aid Out League, the Phillis Wheatley As-|he remained until his retiremeyg °° 
Brough Adds Radio , ‘ j sociation, Baldwin - Wallace Col-|two years ago. por 
g A special 12-page folio high- : : y 8 “Th 
Develops Cake Make-Up Brough Advertising, Dallas, | lighting outstanding retail war ane te Equy Savings & ae , 
; S, | i promo-|T oan Company. RALPH A. RENICK Rec 
A new cake make-up has been | Tex., has established a new radio} tions of 1944 victory garden ideas . # post 
added by Park & Tilford, New| department under the direction of |has been released to department _ New York, Feb. 3.—Ralph AUB tim: 
York, to its line of perfumes and|Ed Bryant, for the past five years| stores and newspapers throughout LONNIE F. SPAUGH Renick, 41, advertising director off peo, 
cosmetics. Priced at 50 cents and|commercial representative and|the country by the research staff| Baltimore, Feb. 6.— Lonnie F.|the Army Times, died today at per- 
$1, the product will be distributed |local sales manager of WFAA-|of Meyer Both Company, New|Spaugh, 51, a director of Brown & Gallinger Hospital, Washington, D 
nationally, and advertised through | KGKO, Dallas-Fort Worth. Ben| York. The report was prepared| Williamson Tobacco Corporation,|In 1942, he headed Ralph A of 3 
Charles M. Storm Company, New | McCleskey, continuity director of|in response to requests from re-| Louisville, and with the company Renick Associates, advertising reps Esti 
York, when initial distribution is|the two stations, has joined the|tailers for aid in planning 1945|in a sales executive capacity since |Tesentative for Catholic newspa‘ emp 
established. agency in a similar position. promotions. its reorganization in 1927, died|Pers, and later served with thellf that 
here recently. For the past 17|War Production Board and the§ 12 
years Mr. Spaugh had been in Smaller War Plants Corporation, 
2 charge of B&W sales in the north- JOHN GRAHAM PATTERSON. a 
eastern area, 3 
Results Depend On Penetration”. oe i 
Patterson, publisher of Farm Jow-§ wo, 
NELSON STROBRIDGE nal & Farmer’s Wife, has been§ oy | 
e ° Seodieides Ps! Feb. ee ee p Pay: ng | rhe Upto 
robriage, airman oO ro- at his only son, . (j.g.) Jo | 
In ft he Ho hy 1 td / F 1é€ ld / bridge Lithographing Company, | Graham Patterson, gunnery offices jeer 
o Cincinnati and Norwood, died here| has been killed in action in the “w 
Jan. 31. Mr. Strobridge, son of the} Pacific. Lt. Patterson was 32 ané adder 
founder of the concern, had served | served for eight years as advertis- to ins 
rns A many — - se before | ing representative on the Chicago the |, 
. : . : aking over the chairmanship, staff of Farm Journal, entering t lo7i- 
SUPERINTENDENT | The diagram at the left shows the distribution of the sa service two years Sao. = 
two copies of HOSPITAL MANAGEMENT which go to | THOMAS H. YULL : ; gover 
Jamaica Hospital, Jamaica, New York. In this 185-bed| London, Ont., Feb. 6.—Thomas Levyne Joins Four A's factor 
: ‘ : ‘ . ‘ H. Yull, 64, account executive with S. A. Levyne Company, Baltij™ keep 
institution, superintendent Francis C. Leupold writes us, |\cConnell) Eastman & Co., here,|more, has been elected to mem Im 
“these are distributed from one department head to an- | and former president of the Cana-|bership in the American Associag howe’ 
~ aps oR . |dian Association of Advertising| tion of Advertising Agencies. perioc 
other,” so that the many specialists and technicians of this we re 
fine institution are kept informed of the latest develop- i 
ments and best technical thought in their own special fields. DOES YOUR METHOD ‘DA TE” yO Peal 
i 
oer : 
After being circulated to these important members of the we 
hospital’s staff, the two copies are filed for permanent rep 
keeping, one in the office of the superintendent and the ie 
other in the office of the directress of nurses. sociola 


This procedure, followed in 80% of the hospitals where 
HOSPITAL MANAGEMENT is received, as demon- 
strated in a recent survey, is of vital importance to adver- 
tisers. In terms of circulation penetration it means that 
the technicians whose advice must be sought when pur- 
chases are contemplated, have been conditioned before- 
hand. Because hospitals are such complex institutions the 
administrative head who is empowered to sign the order, 
must seek the advice of the specialists who will use the 
equipment or supplies. 
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PURCHASING AGENT| 


BUSINESS OFFICE | 
MANAGER 
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Blank spaceawaits your message 
in ‘‘any’’ paper... BUT “any 

paper just won'tdo in TODAY'S 
method of Space Buying . - - 
Media selection is Market s¢ 
lection. The Manchester Union- 
Leader is the New Hampshire 
market . . . through its “space | 
your message ‘‘covers the state 

. An A" list selection, 4 


Month after month articles of great value to individual 
department heads of hospitals assure their continuing in- 
terest in material which contributes to the overall benefit 
of the hospital and the patients its serves. In serving hos- 
pitals this way, HOSPITAL MANAGEMENT provides 
a superlative advertising medium. Recognition of the ad- 
vantages we offer is provided by the 213% gain in adver- 
tising and the 31% gain in circulation recorded in the last 


: must in modern sales and space 
we ane four years. Let us give you the complete details of our healies plans for N orthern New 
z really remarkable story. England. 


FACTS... | 


One in every three New Hampshire 
families is a Union-Leader reader. 
For Media Support unusual — write 
TODAY for “Plus Services’ — a 
Fact-ful portfolio on merchandising. 


the MANCHESTER 
Wion-! LEADER 


MANCHESTER, NEW HAMPSHIRE 


For Detailed 
Reference Data 


See 
THE MARKET 


WALT GALLS UR Ri iS GaP 


eo Se fe 
Dies Brg tre bet 


Cover the SWE 


\S— 


DATA BOOK vars 
Business 
Publications 
Edition 


tofatlal 
jement 


100 E. OHIO STREET, CHICAGO 11 


Manchester Union 


The ; 
Leader—New Hampshire s 
accepted Metropolitan 
Daily—morning and eve 


ning—40.138 A.B.C. | 


tbillat 


The Only Hospital Publi- 
cation which is a member 
of both the ABC and ABP. 


y 
NATIONALLY REPRESENTED BY GEORGE A. MC DEVITT COMPA 
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a Need $145 Billion 


the 
: for Full 
= {Income for Fu 
mi 
| Foonomy: Johnson 
6.3 (Continued from Page 1) 
WS. j ‘res ision of all former estimates 
rem § gf what is possible or desirable 


ork§ gpd points clearly to the oppor- 
He} qnities for a real upsurge in the 
ad~§ gandards of living of our popula- 
tion to reap full benefit of this 
productivity.” 

In The other side of the picture 


With was given by Dr. Rufus S. Tucker, 
heté§ economist of General Motors Cor- 
nent ration, in a recent article in 
4 “The Conference Board Business 
record.” Dr. Tucker stated that 
twar prognosticators err by es- 
n AE timating “too many jobs, too few 
or off people without work and too great 
y a per-worker production.” 
gton, Dr. Tucker predicted a minimum 
1 A of 3,000,000 unemployed in 1950. 
‘rep— Estimating a total of 53,500,000 
vspa- § employed workers in 1950, he said 
1 the’ that they would produce a total of 
1 the § $120 billion of goods and services. 
ation, 
4. UPTON SINCLAIR SEES 
SON:# 40,000,000 UNEMPLOYED 


New York, Feb. 7.—The post- 
war era will see “30 or 40 millions 
out of work in America alone,” 
Upton Sinclair, author, predicted 
here before the League for In- 
dustrial Democracy, 

“We shall have a choice,” he 
added, “of two alternatives: either 
to install a dictator and put down 
the labor movement and start the 
Nazi-Fascist gangster period all 
over again: or else to have the 
gvernment take charge of the 
factories and put up the credit to 
keep them running.” 

Immediately after the war, 
however, Mr. Sinclair foresaw “a 
period of hilarious prosperity while 
we repair war’s ravages in our own 
and other lands. I do not know 
how long this will last, but surely 
nt another span of Harding, 
Coolidge and Hoover. Our ma- 
chines run so much faster now 
... that three years is equal to a 
decade. When the glut comes, we 
shall see a worldwide crisis of pro- 
portions never dreamed of by any 
; ® sociologist.” 


V-E Day No Signal 
for Big Go-Ahead 
on Civil Goods 


(Continued from Page 1) 
Russian drive on Berlin corrected 
the situation, it appeared that we 
would be fighting in Europe for 
Many months to come. 

Ifthe land war against 4,000,000 
Japs were to get under way, and 
the European war continue, 
American industry would be asked 
or a performance that would 
‘make automobiles in 1945 indeed 
mpossible. Even if the European 
War winds up in a few weeks, the 
roblems involved in outfitting the 
War against 4,000,000 Japs in Nip- 
hand in China is more than the 


Inione 

shit Army had estimated last October. 
pace” Huge Pacific War Seen 

state Realization that with the fall of 
ion, 4 sanila, the Pacific war has 
space etched a point comparable with 
, New © position in Europe about the 


_ of the invasion of North 

wy gives some perspective on 
mat is ahead. The military fear 
vat the public will forget the hard 
“Md campaigns ahead, and enjoy 
*iet-down with the fall of Hitler. 
&. guard against that, spectacular 
aneversion, including blanket 
x nding of wartime restrictions 
ut . teturn to non-war work is to 


De avn; 
avoided. Instead, as cancella- 
wn military contracts occur, 


idual firms will return to ci- 


b\S4 Pllan work. 
—— 1 as further assurance that the 
%. Supply will not stampede 
‘one me peacetime jobs, the limited 
ire's “onal Service Act has been 
“ngly advanced at this late 
tan 8 in the battle of production. 
eve - dic sata 
1 
i ahaut Moves 
gen J. DuMahaut Advertising 
» .’ Detroit, has moved its of- 
‘omPAN 1512 Book building. 


RCA Forms Special 
International Unit 


RCA has formed an interna- 
tional division to supervise foreign 
sales and other activities of the 
company and its subsidiaries and 
to direct all RCA exports. John G. 
MacKenty, vice-president and 
general manager of Radiomarine 
Corporation of America, will be 
managing director of the new di- 
vision. 

With the resignation of Gen. 
Charles G. Dawes from the RCA 
board of directors, Niles Trammell, 
president of NBC, has been elected 
to fill the vacancy. Frank M. Fol- 
som, RCA vice-president in charge 
of the RCA Victor division, has 
been elected a director of NBC, re- 
placing Gen. Dawes on that board. 


Sun Oil Appoints 

Sun Oil Company, Philadelphia, 
has named Gray & Rogers, Phila- 
delphia, to handle advertising of 
its industrial oils division. 


J. & J. Compares Its 
Prices for World | 
Wars I and II 


(Continued from Page 1) 


War I, 20c—today, 10c. Red Cross 
cotton, $1.25 a pound in World 
War I—today, 98c. Johnson’s baby 
soap, World War I, 25¢ a cake— 
today, two cakes for 25c. Red 
Cross %-inch adhesive tape, 
World War I, 35c—today, 10c. Red 
Cross gauze, 36”, World War I, 
$1.25—today, 59c. Johnson’s den- 
tal floss, World War I, 25c—today, 
10c. Johnson’s baby powder, 
World War I, 25c—today, 21c. 

“These are ‘medicine chest’ 
items used daily in millions of 
American homes,” the ad _ says. 
“Their lower price spotlights the 
Johnson & Johnson philosophy of 
making the highest quality prod- 
ucts available to you at the lowest 
possible costs.” 

Young & Rubicam is the agency. 
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Newcomb Promoted 
Russell Newcomb, with Sim- 

monds Aerocessories, New York, 

since 1941, has been promoted to 


57 


sales promotion and advertising 
manager. Mr. Newcomb was for- 
merly with McGraw-Hill Publish- 
ing Company and Jones & Brake- 
ley, New York. 


For 16 Years— 


County Agents, Vo-Ag Teachers and 
Extension Specialists have read Better 
Farming Methods for the same rea- 
son you are now reading Advertising 
Age —It's their business magazine. 


Na 


BETTER FARMING METHODS ~~ 


(Watt Publishing Co.) 


MOUNT MORRIS, ILLINOIS 


“Actual results prove The ROTARIAN’S 
coverage is tailor-made for our purpose” 


says anne 7T' Hohegian 
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Sarkis H. Nahigian is president of Nahigian 
Brothers, Inc., Chicago importers of fine antique 
and modern Oriental and Aubusson rugs. 


URING ten years as a consistent advertiser, 
we have found that actual results prove The 
Rotarian’s coverage is tailor-made for our purpose,” 
says Mr. Nahigian, in renewing his contract for 
another year. 


“At first, doubtful whether a magazine appealing 
primarily to executives in the upper income brackets 
was a sound investment for an advertiser dealing in 
house furnishings, we were surprised to obtain im- 
portant immediate results from our ads and have 
since watched a steady growth in effectiveness. Very 
substantial sales of Orientals and Aubussons, in- 
cluding many of the finest rugs in our collection, can 
be traced directly to our use of The Rotarian space, 
while requests for a free booklet show an exception- 
ally low per-inquiry cost. 


“Your readers and their families provide a very 
fine market for quality products of all kinds. One 
profitable sales stimulant which we have been able 
to use exclusively in this magazine, is an offer to send 
valuable rugs on approval to Rotarians and their 
friends. We like to do business with them.” 


R 
“BS sent on approval to Rotarians and their Jriends. 


Nahigian Brothers, Arc 


For 54 Years an Honored Name in Rugs 


169 N. WABASH 
CHICAGO 1, ILLINOIS 


Reproduction of a half page advertisement from The Rotarian pre- 
pared and placed by Wesley Aves and Associates, Grand Rapids, 
Michigan, Advertising Agency for Nahigian Brothers, Inc. 


* * * 


If you want able-to-buy readers, influential in business, 
personal and community life, and appreciative of fine 
quality, investigate the concentrated coverage of business 
executives delivered* by The Rotarian. Detailed informa- 
tion is available to you in our bulletin, “The Uncovered 
Influence Market.”” Ask for your copy today. 


*Circulation December 19, 1944, 198,505 ABC. 


New York Office: 9 Rockefeller Plaza 
Mew York 20, New York 


Detroit Office: 7338 Woodward Avenue 
Detroit 2, Michigan 


Pacific Coast Office: 681 Morket Street 
San Francisco 5, California 
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coy know of no reason why we 


should not stand by our ideals.” 


“We are standing by our guns with epic heroism. I know of no reason why 
we should not stand by our ideals.’’ So avows Senator Arthur H. Vandenberg of 
Michigan in his appeal to the Senate to seize the initiative in a forthright policy to 
protect the peace which will follow the present war. 


The Republican minority leader on the Senate Foreign Relations Committee 
is not content with generalities. He would implement in bold and precise fashion 
the ideals of which he speaks. That is why his appeal to the Senate is a truly momen- 
tous development in the discussion and debate on the peace program. 


His idea is that the Senate should inaugurate a major departure in our foreign 
policy that it should authorize the United States to become party at once to a treaty 
inding all the great Allies in the present conflict to keep Germany and Japan perma- 
nently demilitarized; and that it should endow the Commander-in-Chief with full 
authority to make “peremptory use of force,” jointly with those Alles, in any steps 
neeced to keep both these aggressors demilitarized. There would be no referring back 
to the Congress for approval beforehand. The objective sought would be considered 
as, in effect, an extension of policy and purpose of the present war. 


This agreement to unite by treaty in continuing supervisory alliance to protect 
the collective security of the world from two inveterate aggressors would, the Senator 
believes, go further than any other action this nation might take toward eliminating 
the uncertainties and misgivings about our own future policy course which are cited 
abroad as excuse for reversion to the game of old-fashioned power maneuvers. 


It is a step which could be taken at once. Its scope is sharply defined and 
sharply limited. It need not await what Burke once described as ‘the complex 
determination of perplexing questions” equally attending the organization of peace. 
It would follow victory with a genuine plan for dominating a future threat. And 
though limited to the task of protecting the security of the nations from German or 
Japanese aggression in future, it would also have the effect of cementing Allied unity 
now and insuring promise of its continuance tomorrow. 


With this safeguard, Senator Vandenberg believes that the principles of the 
Atlantic Charter, which represent the grand objectives of a cooperating world in 
peace, could be given new vitality and transformed into effective guides for practical 
policy. With notorious and evident dangers quarantined, he sees as possible the re- 
study of decisions already taken, and the revision of plans already made affecting the 
smaller nations, and better adjustments made possible through the real exercise of 
democratic processes by the peoples concerned in Poland, in Greece and elsewhere. 


But the pressing issue is the treaty itself, the statement of its aim, and measures 
concerted by the Allies to guarantee its operation. Russia, Great Britain, France, 


The Boston Globe 


MORNING * 


EVENINGS * 


China and the United States would, by this step, put an end ‘for keeps” to the worst 
nightmare the world has known in centuries. 


The Senator’s proposals are reverberating through Washington. They will 
reverberate across the oceans also. They suggest that the impasse which found the 
Chief Executive in deadlock with an obstructive Senate in 1919-20 may not be re- 

eated this time. Should the Senate follow Senator Vandenburg’s advice, there can 

* little excuse for any Allied Government abroad reverting to the bald politics of 
power on the contention that it has to because it doesn’t know whether the American 
nation will assume its responsibilities in warding off future threats of German or 
Japanese aggression. 


President Roosevelt's hand should be strengthened materially by this courageous 
and sensible proposal from the Opposition’s chief spokesman on foreign affairs. It 
carries our policy forward by a substantial stride. Its greatest importance, moreover, 
is that it tackles an identified problem from the point of view of collective action 
among the great Powers. Here is fullest possible recognition of the indivisibility of 
peace and a dismissal of bilateral treaties and alliances for the snare and delusion 
that they are. 


UNCLE DUDLEY. 


The above is arecent Uncle Dudley editorial from the Boston 
Globe. Uncle Dudley has been signing Globe editorials since 
1891 and has become symbolic of the clear common sense 
policies of this news paper. 


GETTING THE MOST OUT OF ADVERTISING IN BOSTON 


Through THE BOSTON GLOBE, advertisers can be sure their 
messages will be seen and read by those most likely to be in the market 
for their products . . . most apt to have the wherewithal to buy them! 

Because THE BOSTON GLOBE is the only Boston paper bring: 
ing world-wide reports of SEVEN great news agencies . . . because, 
like “Uncle Dudley”, all columns, comics, eartoons and other features 
are Boston favorites and appear in both The Morning and Evening 
GLOBE, it is known as Boston’s best-read newspaper. 


SUNDAY 
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WAR BONDS 


PRODUCT SUBORDINATED—General Brewing Corp., San Francisco, used 

this poster for a month-long showing in California and Nevada during the 

tth War Loan drive, and the same design was used in the brewer's newspaper 
copy and car cards. McCann-Erickson, San Francisco, is the agency. 
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PERSONALITY —F. & M. Schaefer 
Brewing Co. is distributing the first 


PHOTOGRAPHIC 


or PEACEFUL PURSUITS — Introductory 
copy of Air Education Research seeks 
to interest educators in stimulating 


in a new series of direct-color photo- 
graphic display cards featuring top- 
rank professional models picked for 


REMINDER —The Air Express division 
of Railway Express Agency has pre- 
pared this four-color poster to remind 
shippers that, despite availability of 
more planes for commercial use, correct 
packing, procedure is still important in 
order to save cargo space. 


COOPERATION—Heads of the major national labor, agriculture and busi- 
ness groups gather at luncheon to discuss details of "America United," Sun- 
day quarter-hour series on NBC made available to these groups. Left to 
right, seated: Edward A. O'Neal, president, American Farm Bureau. Federa- 
tion; William Green, AFofL president; Philip Murray, CIO president; Albert S. 
Goss, master of the National Grange. Standing, Frank E. Mullen, vice-presi- 
dent and general manager, NBC; Eric Johnston, president, U. S. Chamber 
of Commerce; Niles Trammell, president of NBC, and Dr. James Rowland 
Angell, NBC public service counselor. 
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A Medium --migration,+5% to +10% 
ean Out-migration,-5% or more 
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ous thinking “in terms of air for the good character and personality. BBDO, New 
It of humanity." (Story on Page 51.) York, is the agency. 
a et CIVILIANS ON THE MARCH—Workers in search of war jobs gravitate toward coastal aircraft and shipbuilding centers, 
yr 7 this map indicates, with out-migration heaviest from the country's ogeloutiurel centers. 
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THE WEAD OORPOR ATION 


Monds inte your symphony of pleasure with proifect haimeny, 
Adds a welcome note, with smocth, eth orvilones of expoymont 
For Good Faste thal strikes a resfonstve chord, hy Blaty. 


Blat, 
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ea y 
RIRIGHT CAUTION—Sheet music was wanted as a background to help 
al - Size the “harmony in good taste” tone of this Blatz Brewing Co. ad, but 
e tndard sheet music is copyrighted. So, to avoid possible infringements 
original, but unpublished, selection was secured. The ad is part of Blatz’ 
*mbitious advertising campaign appearing currently in national maga- 
tines. Henri, Hurst & McDonald, Chicago, is the agency. 


THE GOVERNMENT LIKES THESE ADS—Treasury Department officials consider these messages “tops” in spurring war bond 
sales, including appeals for both the 5th and 6th bond drives. The government now is seeking a steady flow of “interim 
ads to maintain sales until the next campaign is launched in late May or June. 
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CHICAGO’S MORNING TRUTHpaper 


When it comes to selling merchandise to women—that’s where The Sun really 
shines! And it’s not just a happenstance, for in the past three years The Sun has 
specifically tailored a newspaper that women do read regularly—and like! 

They like the unbiased presentation of all the news . . . especially the 
abundance of local items. They go for the women’s pages—the food pages— 
the “Chicago Page’’—and the array of hand-picked features. 

They respond by the thousands every week to editorial features —re- 
questing information by phone, letter and personal call on fashions, shop- 
ping, patterns, food, etc... . 

And they go for the advertising in The Sun, too, demonstrating a re- 
sponsiveness which provides advertisers with results out of all proportion 
to cost! 

That this fact is recognized—and utilized—by scores of astute adver- 
tisers is evidenced in The Sun’s advertising linage records ... for even be- 
fore the effect of paper rationing was felt, The Sun: 

@ Consistently improved its position among Chicago’s five papers—in- 
creasing its share of the five-paper total in Local Display, National 
Display and Classified Advertising. 

@ Was consistently selected as their Number Two Medium by such 
famous successful stores as Carson Pirie Scott & Co., Chas. A. 
Stevens & Co., Mandel Brothers, Maurice L Rothschild, 
Marshall Field & Company, Saks Fifth Avenue. 

@ Was consistently First in full-run advertising* of Women’s Clothing 
stores —consistently selected by Russeks as their Number One 
Medium! 

The advertising habits of such discerning, on-the-ground-floor mer- 

chants as these are a trustworthy criterion for anyone who must sell 

to women in the Chicago market—who want to get immediate and 


sure results—at an economical cost! 


*Full-run advertising does not include ‘‘ Zone Advertising,’’ which reaches only 


‘ , . 
o fraction of a newspaper's circulation ot o fraction of its regular rate 


ew, 


When buying Chicago—remember these facts: 


» a Fy 1. You need the exclusive morning audience of respon- 


sive Sun readers in any newspaper combination to do a 


complete selling job in Chicago. 


2. With The Sun alone, you can make a tremendous 


400 West Madison 
250 Park Avenue, 


Street, Chicago 9, 
New York 17, 


N. Y. 


MEMPHIS 


relatively small investment! 


Hlinois 


2 


LOUIS 
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impact against America’s Number 2 market—with a 
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